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April Advertising in Chicago 


This statement of display advertising for the month of April, 1921, is striking evidence of The Daily 
News’ supremacy in the six-day field in the following important classifications: 


THE DAILY NEWS 


Churches - - FIRST! 


The Daily News, 5,737 yo 
*Next highest score, 880 lin 
*Does not include 2,334 ines of classified. 


Clothing - = = 


The Daily News, 264,355 lines. 
Next highest score, 254,409 lines. 


Department Stores 


The Daily News, 506,845 lines. 
Next highest score, 297,708 lines. 


Bilcational . -« 


The Daily News, 3,456 lines. 
Next highest score, 3,089 lines. 


Out of the Loop Stores 


The Daily News, 67,561 lines. 
Next highest score, 18,521 lines. 


Foodstuffs - - 


The Daily News, 41,853 lines. 
Next highest score, 39,414 lines. 


Furniture - - 


The Daily News, 72,619 lines. 
Next highest score, 43,524 lines. 


Household Utilities 


The Daily News, 14,241 lines. 
Next highest score, 8,587 lines. 


Shoes - - - 


The Daily News, 35,907 lines. 
Next highest score, 28,831 lines. 


Tobacco- - - 


The Daily News, 14,280 lines. 
Next highest score, 14,097 lines. 


Total Display Advertising 


The Daily News, 1,231,333 lines. 
Next highest score, 804,817 lines. 


THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 
THE DAILY NEWS 


THE DAILY NEWS 


THE DAILY NEWS 


FIRST in Chicago 


6 days against 7 


FIRST! 


6 days against 7 


FIRST! 


6 days against 7 


FIRST! 


6 days against 6 


FIRST! 


6 days against 7 
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6 days against 7 
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6 days against 6 
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6 days against 7 


FIRST! 


6 days against 7 
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6 days against 7 


FIRST! 


6 days against 6 


(Figures furnished by Advertising Record Co., an independent audit service subscribed to by all Chicago newspapers.) 
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NEW ENGLAND 


These papers will introduce 
you to the right people 


MASSACHUSETTS—Population, 3,852,356 


*Attleboro Sun 

Boston Sunday Advertiser. 
+Boston American 
+Boston Globe 

Boston Globe 

Boston Post 

Boston Post 

Boston Transcript 

Fall River Herald 
*Fitchburg Sentinel 
*Haverhill Gazette 

Lynn Item 

Lynn Telegram News .... 
Lowell Courier-Citizen .. 
*New Bedford Standard- eeey 


(M&E) 

*New Bedford Sunday Seendenle > 
*Salem News (E 
Worcester Telegram- Gane 

er 

*Worcester Telegram (S) 


Circu- 2,500 


10,000 


lation lines lines 


17, "044 


27,827 
23,953 
19,818 


72,922 
42,900 


-025 
55 
-50 
45 
-60 
55 
-20 
-035 
-05 
-055+ 
-06 


-05 
-045 


-07 


-07 
-09 


-24 
-18 


MAINE—Population, 768,014 


Bangor Daily Commercial... (E) 
*Portland Daily Press ..(M&S) 
Portland Express .........(E 

Portland Telegram 


14,858 
14,358 

4,740 
22,855 


0475+ 
-04 
-10 
-10 


NEW HAMPSHIRE—Population, 443,083 


Keene Sentinel E) 
tManchester Union- Leader (Mae) 
+Portsmouth Times (E) 


3,222 


25,564 | 
4,065 . 


RHODE ISLAND—Population, 604,397 


tNewport Daily News 

**Pawtucket Times 

+Pawtuxet Valley Daily Times 

(Arctic) (E 

Providence Bulletin 
Providence Journal 
Providence Journal 
Providence Tribune 

+Westerly Sun 

t+Woonsocket Call 


6,155 
23,404 


2,130 


-021429 
-135 
-08 

-12 

-10 


-03357 -02928 
-06 -06 


-021429 
-135 


025 


104 


VERMONT—Population, 352,428 


*Barre Times ( 
Brattleboro Daily Reformer. te) 
+Burlington Daily News 
*Burlin 
St. Johnsbury Caledonian- 
Record 


025 
-03 
-04 
-05 


-0214 


CONNECTICUT—Population, 1,380,631 


**Bridgeport Post-Telegram (E&M) 
**Bridgeport Post 
*Hartford Courant 
*Hartford Times 
New Haven Register 
*New London Day 
Norwich Bulletin 
*Norwalk Hour 
*Stamford Advocate 
*Waterbury Republican .... 
*Waterbury Republican 


Government Statements, April 1, 1921. 


51,638 


-145 


19,858. 


29,856 


-08-.07 


42,537 .14 


30,803 


-09 
.06 
.07 


025 


-0375 
-05 
-05 


*A. B. C. Publishers’ Statements, April 1, 1921. 
+Government Statements, October 1, 1920. 
**A. B. C. Publishers’ Statement, October 1, 1920. 


§Publishers’ Statement. 
+Rate on 3,000 lines. 


The wise food advertiser realizes 
that New England is a bigger 
buyer Outside, in proportion 
to its size, than any similar 
territory. 


Having seven per cent of the 
country’s entire population, it 
must purchase three-fourths 
of its food supply from other 
states. 


It is a most highly organized, 
densely populated and accumu- 
lating territory and makes 
enough money from what it 
sells to please itself in food 
specialties. 


The New England daily newspapers 
have helped a host of manufacturers to 
merchandise and sell their product 
successfully. 





Editor & Publisher for May 21, 


B.W FLEISHER 
¥, head of the Far 
Y Eastern News 
Service of the 
PUBLIC LEDGER 


: A diplomat says: 
Peace with Japan is 


largely in the hands, 
of our newspaper men 


Accurate news, and plenty of it, 
will be the most powerful influence 
for peace between the United States 
and Japan. 


News that is scanty, garbled or 
colored by prejudice and propaganda 
is the chief cause of ill-feeling be- 
tween nations. 


Americans are learning to know 
the great Asiatic nations better 
through the Far Eastern Service of 
the Public Ledger. 


B. W. Fleisher, in charge of this service, is 
a leading authority on the Far East. Four- 
teen years of travel there have given him an 
intimate acquaintance with its people and its 


PUBLIC 


problems, and a reputation for impartiality 
and broadness of view. He is proprietor and 
editor of The Japan Advertiser, the leading 
foreign daily in the Far East. 


He has associated with himself in the Far 
Eastern Service of the Public Ledger the 
following correspondents: Glenn Babb, 
Tokyo; Roger Ames Burr, Peking; G. Gra- 
mada, Shanghai; Roy C. Bennett, Manila; 
I. Hicks, Hongkong. 


Through the Ledger Syndicate 
newspapers may obtain exclusive city 
rights to the Public Ledger Foreton 
Service including the cables of Mr. 
Fleisher and of 28 other foreign staff 
correspondents. 


LEDGER 
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City Separate 
Population Dwellings 4 
1,823,779 390,000 - 





















Seal of Philadelphia 


Prosperity in Philadelphia |) 


The Board of Revision of Taxes of the City of Philadelphia on May 13th announced T 
that the total acsessed valuation of taxable property in Philadelphia is eighty million : 
dollars more than the official estimate made last October; the grand total real estate th 
assessments being $2,135,731,299. . 

Personal property shows a taxable valuation of $707,793,316, and there is also the : 
addition of $1,190,829 for horses and cattle. . 

Mayor Moore and other city officials make the forecast that the tax rate will be cut : 
and brought back to the old rate. i, 

Philadelphians are not only prosperous, but have money with which to buy the ng 
things they want. 

this 
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& & te 3 
Dominate Philadelphia : 
Create maximum impression at one cost by concen- us 
trating in the newspaper “nearly everybody” reads--- the 

Ag 


cer’ 


The Bulletin | 


Net paid daily average circulation for April: 





“ ; a nec: 
Bt copies 9 
A | 5 | er’s 
a vlecal item § a day cs 
mer 
nearly everybody || 
No prize, premium, coupon or other artificial methods 

ga ads dete of ‘stimulating circulation are used by The Bulletin. | s. 
eS } ther 
Bu llet In The circulation of the Philadelphia Bulletin is larger than that of any other daily ™ 
or Sunday newspaper published in Pennsylvania, and is one of the largest in | o 
the United States. y} yh 
| fied 

| 

| 
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ADVERTISERS ONLY SHOULD PAY AGENTS 


A. N. A. Convention View Is That They Can Be Representatives of Advertiser Only and as Such Must 
Purchase Space at Lowest Possible Rate—Relations with A. A. A. A. Strained 


HE outstanding results of the 

semi-annual convention of the As- 
sociation of National Advertisers, held 
at Atlantic City May 12-14, were: 

1—The association placed itself on 
record. as definitely considering the 
advertising agent solely as the repre- 
sentative of the advertiser and payable 
on a service fee basis by the advertiser 
aone. (This is in accord with the 
stand Epiror & PusLIsHER has taken on 
this matter.) At the same time the 
association made it plain that it recox- 
nized the advertising agent as an “es- 


sential Economic factor in advertis- 
ing.” . 
2—The A. N. A. stated that, it con- 


sidered the national advertiser to be a 
purchaser of a commodity—advertis- 
ing space—on which he is entitled to 
the lowest price he can get, and ad- 
vertising agencies, as the representa- 
tive of the advertiser, must recognize 
this principle in handling the accounts 
of its members. 

3—The A. N. A. offers to co-operate 
with all factors interested in an effort 
to establish a basis of mutual under- 
standing and to formulate, if possible, 
a standard of practices governing 
agency relations. 

4—Unofficially it was learned that 
the relations of the A. N. A. with the 
American Association of Advertising 
Agencies have become somewhat 
strained because of past activities of 
certain A. A. A. A. committees and 
officials to prevent national advertisers 
fom placing business through local 
dealers at lower than the net card rate 
for foreign advertising. However, 
such representations are considered to 
have been since repudiated by the 
executive committee of the A. A. A. A. 
to the official satisfaction of the A. N. 
A, but not to many of the individual 
members. 


5—A resolution was adopted re- 
questing the Postmaster-General to 
itaugurate such action as may be 
Necessary to persuade the Congress to 
amend the Act of August, 1912, so as 
to eliminate that part of the publish- 


| er’s statement which relates to circu- 


lation. It is contended that the state- 
Ment of circulation required of news- 
Papers by the Federal Government in 
the first place is merely a bare state- 
Ment of circulation, and, in the second 
Place, is not an audited statement and 
therefore has no more weight than any 
other unsupported statement by an in- 
dividual; also that the Federal Gov- 
tfmment has provided no machinery 
whereby such statements can be veri- 
fed, and advertisers are often deceived 
by the apparent authority and value of 
the so-called Government statements. 
As a final point the A. N. A. claims 








By JOHN F. REDMOND 


that newspapers which give audited 
statements are placed at a disadvan- 
tage, owing to their being put into 
competition with those newspapers 
which reveal nothing in their so-called 
Government statements except the 
bare statement of circulation, and even 
that an unaudited statement. 


This attitude of the A. N. A. is in 
accord with the policy of the Audit 
3ureau of Circulations and directly op- 
posed to that of the American News- 
paper Publishers’ Association and the 
International Circulation Managers. 


6—Many members were of the opin- 
ion that business conditions from now 
on will improve. German’s agreement 
to pay full war indemnity to the Allies 
was looked upon as the turning point 
to better times, allowing, as it is ex- 
pected to do, the collection by the 
United States of a large amount of 
loans that are due from European 
Allies, which will enable the paying 
off of domestic debts without the 
necessity of additional taxes. This 
factor, added to the big saving made 
in government administrative appro- 
priations by Congress for the next two 
years, is looked upon as eliminating 
the necessity for a sales tax this year 
at least and as making possible the 
withdrawal of the excess profits tax. 
It was considered likely, though, that 
a corporation tax will be substituted 
for the latter. As soon as these prob- 


lems are worked out by Congress it is 
expected that business will go right 
ahead again, relieved of tax burdens 











that now harass it, but no big change 
is expected before the fall. 

7—All indications are that more na- 
tional advertisers will buy newspaper 
space during the next half-year than 
ever before, with increasing use being 
made of co-operative campaigns with 
the local dealer and representative. 
Many more members of the A. N. A. 
than in the past are using local news- 
paper advertising and paying for it 
themselves, and many others reported 
that they are urging dealers to use 
local space on a 50-50 basis. Many 
dealers were reported as demanding 
local newspaper advertising from the 
national advertiser, although the ma- 
jority “request” it. Most of the mem- 
bers who told of their experiences said 
they have found it to their advantage 
to accede to the desire of the dealer, 
with the sales department arranging 
its marketing activitiés accordingly. 


8—Taking the stand that the study 
of advertising problems so far has 
been largely a, matter of individual 
effort and experience and the valuable 
information already developed here 
and there is not recorded so as to 
serve as a, basis for action and further 
study, the A. N. A. will appoint a spe- 
cial committee to report not later than 
at the next annual meeting of the asso- 
ciation a constructive plan for the 
establishment of a serious and per- 
manent study of advertising theory, 
statistics and experience, and arrange 
for the permanent recording of cases 
and conclusions. 





Far be it from us to insin- 
uate that Mont H. Wright 
never wears what some people 
have referred to as “a nation- 
ally known hat,” the facts are 
this is the only picture we 
have of him. 


9—Dissatisfaction with color print- 
ing caused the A. N. A. to adopt a 
resolution urging publishers of adver- 
tising mediums, printers and others 
interested to take steps to work out a 
process of color standardization to 
which effort the A. N. A. will lend 
such help as is possible. The desire 
of the A. N. A. was expressed as fol- 
lows: 

“WHuereas, There is much confusion and 
divergence in results obtained in the use of 
advertisers’ color plates, in three and four 
color process grades by reason of the lack 
of any standardization in the tone and strength 
of the process colors, and 

“Whereas, The photo-engravers have started 
a movement to remedy this evil, therefore 
be it. 

“Reso_veD: That the Association of National 
Advertisers express its recognition of the need 
of such standardization of process colors, and 
will lend such help as is possible to the estab- 
lishment of a feasible standardization plan; 
and be it further : 

“ResotveD: That we urge publishers of ad- 
vertising mediums, printers and others inter- 
ested, to take steps to accomplish the desired 
standardization.” 

10—Emphatic opposition was re- 
corded against the tendency toward 
shorter working hours in industry— 
particularly in the printing trades. The 
A. N. A. set forth.its views on this 


matter as follows: 


“Wuereas, The poms economic tendency 
in industry generally is toward a return to 
normal price conditions; and, 

“Wuereas, It is only through reductions in 
cost of manufacturing that this result can be 
accomplished and business be _ re-established 
on a sound and permanent basis; and, 

“Wuereas, This association is already on 
record as advocating a reduction in the ad- 
vertising rates established by many publica- 
tions under the high costs of production inci- 
dent to war conditions, 

“Be it Resotvep, That the Association of 
American Advertisers hereby expresses its dis- 
approval of the demand for a reduction in the 
present working hours by employees in the 
printing and publishing industry, because the 
granting of such reduction must inevitably re- 
sult in lessened production and therefore in- 
creased manufacturing costs, tending to delay 
the return to conditions essential to a general 
revival of business.” 


11—An expression of appreciation 
was tendered the Guild of Free Lance 
Artists for its co-operation in compiling 
valuable information for the use of 
A. N. A. members regarding art work 
service and in sending so excellent an 
exhibit to the Atlantic City meeting. 

12—Another suggested change in 
the postoffice regulations was advo- 
cated from the standpoint that direct 
mail advertisers could materially in- 
crease the effectiveness of their direct 
mail publicity if postal laws permit.ed 
the enclosure of a reply card, envelope 
or similar form bearing a guarantee 
that the advertiser would pay the 
necessary first-class postage on such 
replies as are returned to him. The 
association authorized its executive 
committee to investigate the steps 
necessary to secure such a Postoffice 
Department ruling and, in the event 
that a feasible plan-is suggested, the 
executive committee will be reqitested 

(Continued on page 27) 
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HEARST STARTS BOSTON 
PICTURE DAILY 


Old Advertiser Rejuvenated into New 
Tabloid Pictorial—Post Starts 
Picture Section as First Step 
to Offset Newcomer 


Telegraph to Epitor & PUBLISHER) 


(By 

30sTon, Mass., May 18.—Bit by bit the 
mystery as to what William R. Hearst 
is going to do in Boston is being unrav- 
eled. Weeks ago rumors were flying 
thick and fast that the Boston field was 
going to be invaded by picture news- 
papers backed by the Hearst interests 
and possibly by the owners of the New 
York News. The first actual step to this 
end was generally considered to be the 
purchase, on April 30tn after consider- 
able dickering, of the Boston Evening 
Record by the Hearst interests. Very 
quietly within a few days the make-up 
of the Record changed with the addition 
of several more pages of photographs, 
including the first, last and center pages, 
the price remaining the same. Hearst 
officials went into the Record plant to 
publish the paper under its ownership 
and events went on so quietly and 
smoothly that those on Newspaper Row 
wondered if this was the final Hearst 
move. 

This morning out came the Advertiser, 
also owned by Mr. Hearst, rejuvenated 
into a tabloid pictorial newspaper, a 
morning replica of the afternoon Rec- 
ord, selling also for two cents. 

Conjecturing is again the popular 
game in Boston. What will be the next 
move of Mr. Hearst? As things stand 
now Mr. Hearst has the 3-cent Evening 
American, which makes its appearance 
on the street in the early forenoon, as 
early as eight o’clock in many places; 
the 2-cent Evening Record in tabloid pic- 
torial style, which comes out later in the 
forenoon, and the Morning Advertiser, 
which today made its appearance shortly 
after midnight selling for 2 cents. It is 
not considered likely that all three papers 
-will be permanent, but that the Amer- 
ica: will remain anc. one of the others, 
probably the Advertiser, giving Mr. 
Hearst a morning daily and evening 
daily in Boston. If the Record remains 
in the field it would seem to be buck- 
ing the American’s afternoon sales and 
the Morning Advertiser sales. Yet it 
may be Mr. Hearst's intention to con- 
tinue both the Record and Advertiser 
for awhile in an effort to determine 
whether the morning or the evening 
field is more susceptible to a pictorial 
parr. 

As an offset to the new Advertiser, 
the Post this morning carried a pictorial 
section of two pages, separated from the 
balance of the paper so that it folds up 
into four pages the of the Ad- 
vertiser. 


size 


DIVISION MANAGERS NAMED 
Chicago Tribune Appoints Four Chiefs 
on National Advertising 


Under the reorganization of the Chi- 
cago Tribune’s advertising department 
noted in Eprror & PuBLIsHER last week, 
by which Walter J. Merrill took charge 
of all national advertising, the following 
division managers were appointed : 

C. L. Pancoast succeeded R. C. Hol- 
liss as manager of the Eastern division, 
with headquarters at New York and 
covering all territory from Pittsburgh to 
the Atlantic coast. 

A. W. Anderson, manager of the IIl- 
inois division, headquarters at Chicago, 
from Eastern boundary of Illinois west 
to Denver. 

D. F. McMahon, manager of the Ohio 
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division, headquarters at Chicago, cov- INLAND MEMBERS NAME 


ering territory starting at Eastern 
boundary of Illinois, along Ohio and 
Mississippi Rivers and including Pitts- 
burgh. 

N. L. Lucius, Pacific Coast division, 
headquarters at Los Angeles. 


GALVESTON TRIBUNE SOLD 


H. I. Cchen, T. E. Gaffney and A. L. 
Perkins New Owners 
(By Telegraph to Epitor & PUBLISHER) 


GaALvEsTon, Tex., May 16.—Control- 
ling interest in the Galveston Tribune 
has been purchased by Harry I. Cohen of 
Galveston, Tom Gaffney, present busi- 
ness manager, and A. L. Perkins, pres- 
ent managing editor. Mr. Cohen is pub- 
lisher and vice-president; Mr. Perkins 
is president of the board of directors 
and Mr. Gaffney is business manager 
and secretary. A stronger local editorial 
policy and the inauguration of a special 
cotton, marine and financial section are 
planned. Mr. Cohen, who was formerly 
in charge of the business pagés of the 
New York Times, succeeds C. H. Mc- 
Master as publisher and there will be 
no other changes in the office personnel. 


Now Smith, Sturgis & Moore, Inc. 


Smith, Sturgis & Moore, Inc., is the 
new corporate name of the advertising 
agency of Collin Armstrong, Inc., the 
change being brought about on May 23 
by the recent retirement of Collin Arm- 
strong from the company and the pur- 
chase of the remaining stock by Frank 
G. Smith, William A. Sturgis and Col. 
Harold A. Moore, who have been ac- 
tive in the management for the past two 
years. Mr. Smith is president, Mr, 
Sturgis is vice-president and Col. Moore 
is director in Great Britain. H. L. 
Cohen continues as treasurer, K. A. 
Clark as secretary and Charles Hartnet, 
L. L. Robbins and Robert L. Johnson 
as account executives. 


LABOR BOARD 


Vests Power to Supervise All Contracts 


in New Committee—Against 44- 


Hour Week — Adler Sees 
Short Paper Strike 


(By Telegraph to Epitor & PuBLISHER) 


Cuicaco, May 18—By resolution 
unanimously adopted, the Inland Daily 
Press Association went on record here 
Wednesday as unalterably opposed to a 
working week of less than 48-hours in 
the printing and publishing business. 
This action came at the close of an inter- 
esting discussion which featured the 
final session of the association’s May 
meeting. 

Many of the members do not expect 
questions involved in the strike of book 
and job publishing employes for a 44- 
hour week at the old 48-hour rate of 
pay to be raised in their newspaper 
plants, but it was regarded as necessary 
that the association take a positive stand. 
The resolution follows: 

“ResoLveD, That the Inland Daily 
Press Association’s 266 members are un- 
alterably opposed to the reduction of the 
working hours in printing and publish- 
ing plants to less than 48 hours a week.” 

In addition it was decided that a new 
committee should be appointed to deal 
with labor questions, the following reso- 
lution being unanimously adopted; 

“RESOLVED, That the board of directors 
of the Inland Daily Press Assoéiation 
shall appoint a labor committee whose 
duty it shall be to consider all labor 
problems and that each Inland publisher 
before signing a new labor agreement 
should consult with such committee.” 

Sessions of the association were held 
Monday and Tuesday at the Hotel La 
Salle, with President John Sundine, of 
Moline, presiding and a representative 
attendance from the 13 Inland States. 
Mayor Thompson made an address giv- 


MOVIE NEWSPAPER HERE SOON! 


ACCORDING to Richard J. Beamish, 


of the Philadelphia Enquirer, who 
spoke before the semi-annual convention 
of the Association of National Adver- 
tisers at Atlantic City last week, an or- 
ganization has begun to prospect the es- 
tablishing of a motion picture daily news- 
paper to be “issued” in two editions a 
day and supported entirely by advertis- 
ers. He outlined the ideas and purposes 
behind the plan as follows: 

“The trend of the day in advertising 
as well as in the dissemination of in- 
formation is decidedly toward the daily 
newspapers. What happened in the 
trend towards the newspapers is only a 
forerunner of what will happen tomor- 
row in the trend towards the motion 
picture as an advertising field. 

“The day of the purely fictional pic- 
ture is pretty well on toward its meri- 
aian. A new development is taking 
place—the motion picture newspaper is 
about to be born. We have news topics. 
They are the incidents of every well- 
rounded-out motion picture program. 
We have jokes and quotations from the 
Literary Digest and other mediums. 
They have become fixed features.” 

But an organization is already in the 
field, prospecting the establishment of a 
motion picture newspaper, to be shown 
twice a day at least—once at four 
o'clock in the afternoon for afternoon 
shoppers, largely women, and again at 
nine o'clock in the evening. It is sug- 
gested and prorosed that the advertis- 
ers who will come into that motion 


picture newspaper will pay entirely for 
its presentation. 


“You will have, instead of the garish, moor- 
ish, arid desert, foolish motion picture en- 
trance, a beautifully designed entrance with 
demonstration bcoths as an _ incident. Per- 
haps it will be part of an arcade in which 
advertisers in the particular motion picture 
newspaper will have spaces for demonstra- 
tions or for a show. Promptly at nine o'clock, 
if it is your evening newspaper, the flash will 
come upon the screen, The Evening News. 

“Then will come classified schedules to the 
second your news flashes—tley will be told 
in large type, with especially selected light- 
ing, and skilfully edited by the best head- 
writers that money can buy. You will get 
summarized the cable news of the world up to 
that minute. Following that, you will get the 
telegraphic news of our own country, and with 
that late financial information. 

“Then you will get the local news; and the 
sperting news. Following that, you will get 
your news picture flashes, and the news pic- 
ture flashes of the future will be vastly differ- 
ent from those of today. The newspapers of 
today have the opportunity, if they wish to 
seize it, to develop photographs sent by tele- 
graph. It is just as easy to send photographs 
by cable as to send messages. Just one step 
more and we will have motion pictures by 
telegraph and by cable. 

“Interspersed with the program there will 
be actverticing, both picture and printed. The 
picture advertising wiil probably be not more 
than one hundred foct flashes. In the case of 
Whitmar’s Candies, for instance, there will 
be a pretty girl opening a box of chocolates, 
or there will be somc cf the intimate proces- 
ses of manufacturing. In the case of Sunkist 
Oranges, there will be shown the peeling of 
the fruit or the taking of the fruit from the 
tree, or some such stimulating flash. There 
would be a tie-up of the screen show with the 
demonstration booth outside. For the food pro- 
ducts there would he your recipes. 

“The motion picture newspaper will not hurt 
the ordinary newspzper; the ordinary person 
will still want to read of the doings that he 
saw flashed -in the headlines upon the screen; 
he also will want to read the advertising in the 
columns of the newspaper, flashes of which 
he saw upon the screen.” 


ing the members a cordial welcome to 
Chicago. 

E. P. Adler, chairman of the print 
paper committee, gave the members an 
encouraging picture of the paper situa. 
tion. He said he had found no one who 
couldn't get all the paper he needed, 

“Is there anyone here Who needs 
paper?” Mr, Adler asked. When there 
was a chorus of “no’s,” the speaker told 
everybody to sit tight and not to be led 
to believe that the present paper mil] 
strike would last six months. He said 
that as a result of the strike the mills 
in the United States were producing 
4,000 tons per day compared with a 
normal production of about 7,000 tons, 
Paper now can be bought in the spot 
market, Mr. Adler said, at from 4% to 
5 cents, although many mills would not 
sell at less than 5% cents. 

One of the features of the second day 
was an address by W. H. Harrington of 
Moline, Ill, on “What’s Ahead in the 
Newspaper Business.” Mr. Harrington 
told the publishers that the present per- 
iod of depression was nothing new, that 
business ran in cycles and that it merely 
was up to the newspaper publisher to so 
run his business as to be in on the com- 
ing movement up-grade. 

He said, however, that the time prob- 
ably was approaching when it would be 
necessary for the publisher to sell his 
space more intensively than ever before, 
that many of the smaller city adver- 
tisers were uneasy and doubtful about 
the results they were geting from their 
advertising. 

Using a statistical chart, Mr, Harring- 
ton illustrated what he meant by busi- 
ness moving in cycles. The chart 
showed that the present “low” in busi- 
ness generally, including the use of 
newspaper advertising space, was higher 
than the peak a generation ago, after 
making all allowances for relative vol- 
umes of business. Contending that it 
was entirely possible for a newspaper to 
make money in a period of declining 
prices, he cited the history of the thirty 
year period of Napoleonic Wars, dur- 
ing which England laid the foundations 
for her commercial supremacy, and the 
14 years following the American Civil 
War, when business prospered in spite 
of declining prices. ‘Declining prices 
does not mean that we cannot make 
money,” he said, “they merely mean that 
the newspaper must do its work better.” 

The cost finding committee made its 
usual confidential report through chair- 
man E. E. Johnson, of Iowa City. 

The Association decided to issue cre- 
dentials to any members desiring to 
make the trip to Honolulu next October 
to attend the World Press Congress. 

Among the papers and addresses were 
“What is a Fair Circulation Price,” by 
H. F. Kendall of Mattoon, Ill. ; “Circula- 
tion Data,” by Herbert L. Adams, of 
Perry, Iowa; “What Can the News- 
papers do to Co-operate With the Tele- 
phone Company,” by H. F. Crunden, 
of the Illinois Telephone Company; 
“What Can the Newspapers do to Co- 
operate with the Railroads.” by Hal S. 
Ray, assistant to the president of the 
Chicago, Rock Island & Pacific Rail- 
road; “Establishment of a Chicago 
Office.” by B. S. Herbert. of the Na- 
tional Printer Journalist ; “Extension of 
Inland Territory,” by W. V. Tufford; 
“Establishment of a Trade Paper i 
Chicago,” by Bert Pinkerton, of Mon- 
mouth, IIl. 


Bryant Recovering From Operation 


William B. Bryant, publisher of the 
Paterson (N. J.) Press-Guardian, 1 
resting easily after an operation, May 
18, for gallstones and for the removal 
of his appendix. His speedy recovery 
is expected. 
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Editor 


COMMISSIONS TO AGENCIES CONDEMNED 
AS BASICALLY INCORRECT 





National Advertisers and Publishers of Newspapers and Trade 
Periodicals Commend Contention of “Editor & Publisher’ 
That Clients Should Pay Direct 





GREAT many letters have been re- 

ceivéd by Epitor & PuBLISHER com- 
menting upon the editorial in the issue 
of April 30 declaring that compensation 
to agencies for placing advertisements 
should be paid directly by the advertiser 
and not by the publisher with whom it is 
placed. 

A few publishers who commend the 
stand of Epiror & PusBLisHeER ask that 
they be not identified with their written 
endorsements. Therefore it is fair for 
us to say that in this matter Epitor & 
PuBLISHER has no personal or partisan 
interest. In other words, Epitor & Pus- 
LISHER is not taking the part of either 
publisher or agency as such, but is do- 
ing what it always has done, and will 
always continue to do—battle for what 
is right, honest and equitable, with full 
confidence that right and reason will 
finally obtain. 

The question is not a new one. It has 
been bandied about for years, growing 
in interest and importance as agencies 
have progressed gradually from mere 
placers of copy, practically in the service 
of publications, to great and useful insti- 
tutions which offer to advertisers service 
originated and always intended for them 
alone. 

But now its very age is against it. 
Other business practices have been either 
entirely abandoned with altered business 
conditions or have been modified to suit 
the march of progress; some even faced 
about to march in quite the opposite 
direction. Like the commission basis, 
they became archaic. 


The demand for.a change is shown 
clearly by the actions of some publishers, 
some agencies and some advertisers who 
have taken the firm stand that, since the 
advertiser pays the agency for its service, 
which is rendered without regard to the 
interests of the publisher, no charge 
should be made to the publisher for a 
service which never can be more than 
ostensible or perfunctory. 


That the stand of Eptror & PusBLisHER 
is supported by advertisers, publishers 
of periodicals and publishers of newspa- 
pers is shown by the letters we have re- 
ceived, a few of which follow: 


“So long as an agency works for our inter- 
ests,” says F. L. La Bounty, advertising man- 
ager, | Genesee Pure Food Company, Le Roy, 
N. Y, “we feel they should look to us for 
their entire remuneration.” 


“Commenting upon your editorial of April 
0 on agency commissions,” says J. T. Dor- 
tance, of the Joseph Campbell Company, 
Camden, N. J., “it has been in the past and 
8 at present our firm belief that the adver- 
tising agency should represent the advertiser 
and should be compensated by the advertiser. 
“It is my belief that the advertiser can then 
demand and obtain real service from the 
agency. By this method there would be less 
merchandising errors committed.” 


“The positions taken in your editorial on 
agency commissions seem to us absolutely cor- 
rect and sound,”’ says Richard B. Carter, pres- 
ident, Carter's Ink Company, Boston. ‘We 
certain'y hope it will ‘not be long before they 
are universally accepted and acted on.” 


“My judgment is that the present system 
of agency commissions is absolutely wrong in 
principle and is responsible for fake agencies 
y the score,’ says P. M. Sharples, president, 
Sharples Separator Company, Westchester, Pa. 
Many agencies are established and used as a 
Means of getting the full trade discount for 
the advertiser. In other words, they are fake 
agencies, 
“Many agencies get ‘rich while rendering 
little or no service, because the publisher pro- 
tects them and most advertisers think there is 
"0 way of getting lower costs than by paying 
the amount that covers the publisher's charges, 
plus the agent’s 15 per cent. 

‘Thus the publisher by his present method 
fastens on his business in most cases a leech 
Who, with little service, gets 15 per cent which 

ongs either to the publisher or to the ad- 
Vertiser or to both. 


“If the advertiser needs the services of a 
go-between, he very well knows it and is 
willing to pay for it; but he should be left 
free to arrange for this service and not bound 
up to take some recognized publishers’ agent. 
Generally speaking, large advertisers, even 
though they do business through an agency, 
provide and pay their own advertising staff for 
exactly the work that they again pay the agent 
for. It may be good for the agent, but it is 
bad for the publisher and bad for the adver- 
tiser.”’ 


“Our opinion is that an advertising agency 
serves both the publisher and the advertiser,” 
says George A. Descant, advertising manager, 
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“Some agencies are underpaid by the news- 
papers, while others should pay the publisher 
for the trouble they make. It may be said in 
all fairness, however, that a very large per- 
centage of recognized agents perform honestly, 
and whether or not commissions from news- 
papers are to continue the client will receive 
that expert service, which only the advertis- 
ing agency can give—the best that’s in him. 

“If the recognized agency is to be penalized 
by the loss of the publishers’ commission it 
may resolve itself into a question of killing 
the goose that laid the golden egg—that is, 
control by a few as against the progress of 
completion by many. 

“If advertising is far enough advanced to 
invite such a condition, well and good, but 
long experience will invite closer consideration 
of an increased commission by the newspapers 
rather than a complete suspension of a long- 
recognized necessity in the interest of the 
game.” 

“There is absolutely no reason why news- 
papers should pay commissions to an agency,” 


says W. E. Thomas, general manager, Roan- 
oke (Va.) Times-World. “The agency does 
not represent the publisher at all. He spe- 


cifically tells you that the advertiser is his 


client and that he is a direct agent. for him, 
and it is his duty to get the very best results 











*e. 
cine, ¢ 
the only revenue the agency obtains from an 


Case Threshing Machine Company, Ra- 
Wis. “Since the commission is about 


It seems to us it 
who pays the commis- 


account the size of ours, 
matters little, if any, 
sion to the agency. 

“A hustling, willing, working kind of an 
agency earns its commission. Sicee who do 
not deliver real service to earn their commis- 
sions have no right to be employed by adver- 
tiser or publisher. 

“Should the publishers get together and 
refuse to pay agency commissions, they can, 
in our opinion, certainly reduce the space 
rates to advertisers and any publication refus- 
ing to make such space rate reductions we 
believe would be unworthy of patronage of 
an advertiser.” 


“I am very much interested in your editorial 
on agency commissions,” says R. J. Kaylor, 
publicity manager, Youngstown, Ohio, Sheet 
and Tube Company. “It seems to cover the 
ground exactly. 

“We do not employ an agency, having a 
well organized publicity department of our 
own, but previous experience and. some con- 
siderable knowledge of the question leads me, 
without hesitation, to say that the payment of 
commissions to advertising agencies is not 
only demoralizing to the agency, but also an 
exceedingly unbusinesslike method of compen- 


sation for such services as an agency may 
render.” 
“Commissions paid to advertising agencies 


have been much discussed at different sessions 
of the Association of Nutional Advertisers and 
the opinion is pretty evenly divided,” says 
Karl Kendig, advertising manager, Whitman 
& Barnes Manufacturing Company, Akron, O. 

“Personally, I would rather see the publish- 
ers pay the commission provided it is uniform 
with all of them.” 


“T believe all men entering the publishing 
business are surprised when they first come 
in contact with the publication paying agency 
commission, as the practice seems to be con- 
trary to good business ethics,’ says H. L. 
Rogers, business manager, Chicago Daily News. 
“It occurs to me thaf this question arises pri- 
marily from the fact that we call the allow- 
ance a commission rather than a discount. It 
seems to bear a strong relation to the ordinary 
jobbers’ discount in other lines of business. 

“It seems strange that the agents should 
have made so strong a claim for an increase 
in this ‘agency commission’ during the last 
one or two years when, as far as I can see, 
they get no benefit from any change which may 
be made in the amount of commission ‘allowed’ 
by the publishers. They are in the peculiar 
position of arranging their own price to the 
advertiser through the amount of ‘commission’ 
they charge the advertisers as an addition to 
the net bill from the publisher. 

“There may be many faults in this method 
of doing business, but any suggestions to 
differentiate between an agency which origi- 
nates an account and one which is handling 
it but whieh did not originate it would, from 
my point of view, be impossible; and attempts 
to do so present complications too great, I 
think, to permit any chance of the publishers 


seven attempting it.” 


“The agent’s commission today is no hard- 
ship for’any publisher who operates his bus- 
iness on modern lines,”’ says Robert B. Waters, 
manager, Albany (N. Y.) Evening Journal. 
“The client pays all overhead, for the publisher 
regulates his rates accordingly.” 


HAVE seen death come to men in various ways, some 

rather novel and Western. 
and I have seen several men shot and came very near 
going out that way myself two or three times, but always 
the other fellow aimed poorly. 
because I was a newspaper man and I should have been 
shot at. There must be public concern in what is 
printed, as well as its truth, to justify it. That is some- 
thing that newspapers should get to know in this 
country.—From the deathbed letter of Franklin K. 
Lane, former Secretary of the Interior. 


I once saw a man hanged, 


I was being shot at 


from the newspaper, it matter not how it is 
obtained; and if he can get a good bargain 
or get by with a lot of free publicity, he car- 
ries the trophy to his client to show that he is 
getting results. 

“I am of the opinion that all publishers 
should take a firm stand on the subject and 
decide, inasmuch as the agency is not a repre- 
sentative of the press, but of the advertiser, 
that it is inconsistent and out of place to pay 
commissions of the agency. Rates, both local 
and foreign, should be uniform, and be abso- 
lutely net. A uniform rate card seems to be 
the only solution of the problem; and when it 
is made generally effective fit will of neces- 
sity force the agency to look to the advertiser 
for pay for the service he renders.” 


“In my opinion there is no legitimate reason 
why newspapers should allow commission to 
advertising agencies,’ says A. W. Fell, general 
manager, Worcester (Mass.) Telegram-Gazette. 
“The agent performs no service whatever for 
the newspaper. His work and service is ex- 
clusively for the advertiser. 

“The argument might be used that the agent 
creates business for the newspapers, but this 
is a fallacious theory, for the reason that the 
newspaper is merely a medium which exists, 
making it possible for the agent to create the 
business for himself. In other words, the ex- 
istence of the advertiser and the existence of 
the newspaper make it possible for the agent 
to create business for his own profit. 

“In my opinion, the advertiser should pay 
directly for the service the advertising agent 
gives him. The fact that the agent. sends the 
business to a newspaper is in no way a favor 
to the newspaper which should be recognized 
by commission, for if the agent exercises his 
services to the advertiser his only way of doing 
it forces him to use newspaper space. 

“I believe that the time is not far removed 
when the old custom of agencies levying 
tribute upon newspapers which they must use 
will be a thing of the past. The advertiser 
pays the bill anyhow, so why not readjust 
the matter and place the charges where they 
belong?” 


“Referring to your editorial on April 30th 
on ‘Agency Commissions,’ I believe that un- 
questionably advertising agencies should secure 
their oa entirely from the adver- 
tiser,”’ declares R..A. Huber, business manager, 
Akron (Ohio) Press. ‘As soon as they cease 
to derive their remuneration from that source 
they not only depart from their fundamental 
principles but also cease having any excuse for 
their existence. 

“They are as surely dependent upon the 
advertiser for their compensation as the lawyer 
looks to his client for his fee. Their office is 
one of service to the advertiser and the ad- 
vertiser only. They cannot possibly serve both 
the publisher and the advertiser without, at 
some time or other, favoring the one at the 
expense of the other. 

“We maintain our own personal representa- 
tives in different sections of the country to 
represent our interests and we hold these rep- 
resentatives responsible for all business coming 
from their territories. They are the ones who 


represent our interests in dealing with the 
advertiser's representative, or advertising 
agency.” 


“We are in complete accord with the expres- 
sions of your editorial on ‘Agency Commis- 
sions’ in the April 30 issue of Epitor & Pus- 
LISHER,” says Justin X. McCarthy, advertising 
manager, Yonkers (N. Y.) Herald, 
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“Many an agency has seen fit to wield its 
commission like a club above the publisher’s 
head, but the abuses have not been common to 
the agency alone. Publishers have been known 
to allow agency discounts to advertisers who 
ran their business direct. The latter practice 
might easily have been justified in the eyes of 
the publishers by the knowledge that many a 
direct advertiser does more to really earn a 
discount than a great many agencies. Was the 
publisher entirely at fault in this practice? Is 
it not true that the advertiser pays the agency 
commission to help maintain the service de- 
partment of that agency? If the advertiser 
creates his own advertising department and 
handles his business direct, does he not earn 
a discount as deservedly as any agency? 

“Should the payment of advertising com- 
missions be discontinued and supplanted by a 
charge for actual service there is no doubt that 
it would herald an era of better copy which 
would automatically increase both the results 
from advertising and the volume of advertis- 
ing. 


“T note that your editor is quite certain that 
the agent should be paid by the advertiser 


directly rather than through the publisher 
indirectly,” says Harry B. Haines, publisher, 
Faterson (N. J.) Evening News. “From the 


standpoint of pure theory he is absolutely 
right, and if I was editing a trade journal I 
would feel the same way about it. It happens, 
however, that the advertising business is not a 
product of pure logic but contains many illog- 
ical customs. These seem to call for removal 
but they display a vitality which astonishes 
the would-be undertaker. The fact that the 
agency works for the advertiser and is nomi- 
nally paid by the publisher is one of these. 

“Frank Munsey tried to correct it years ago, 
when Munsey’s Magazine, was one of the strong- 
est publications, but failed. His experience 
seemed to establish the fact that while the 
agent works for the advertiser and owes no 
obligation to his nominal paymaster, the pub- 
lication, the rate must be based on this ac- 
cepted fact; which means, of course, that the 
publication i: making its national rates as- 
sumes that practically all such business will 
come through the agency. It therefore makes 
a rate and figures not on the gross but on the 
net rate received. 

“The ideal rate, of course, would be to 
charge everybody the same rate per. line for 
the same amount of space; the agent too would 
add his service charge. This is the case in 
some cities where the agents do not get com- 
mission on local advertising but handle such 
accounts on a service basis. We may come to 
such a basis eventually, although the agents 
are by no means a unit in advocating it. In 
fact, it is a question whether the majority of 
them would be in favor of it. 

“Meantime, Mr. Munsey’s experience shows 
that no one publication or agency can make a 
change in the accepted trade customs, and these 
discussions while always interesting are only 
important when they indicate that the weight 
of opinion is moving towards a change.’’ 


“Newspapers sell advertising space at a price 
at which they are able to exist. This minimum 
price is usually given the local advertisers,” 
says Miller, general manager, Mont- 
gomery (Ala.) Journal. 

“Under the present system where newspapers 
have to pay an advertising agency commission 
on foreign business, the mewspaper must nec- 
essarily add this commission to its local rate 
to establish its foreign rate. Of course the 
foreign advertiser ultimately pays the com- 
mission. 

“Personally, I do not see that it makes any 
material difference whether the foreign adver- 
tiser gets the local rate in newspapers and in 
turn pays the advertising agency for its 
trouble and expense in handling this copy, or 
whether he pays the foreign rate as at present, 
which includes the agency commission. 

“The present system has been established 
for many years and I see no reason for 
changing it. The present agitation is simply 
due to efforts being made by various business 
houses to see in what way they can reduce 
expenses. 

“If the foreign advertiser would figure 
out the matter he might see that if there is a 
commission to be paid for the services of an 
advertising agency it must necessarily be paid 
by him—that is, to be considered in the cost 
of the advertising.” 


“There are two sides to the question of 
compensation of advertising agencies,” says 
W. C. Dowd, of the Charlotte (N. C.) News. 
“I think it goes without saying that the agen- 
cy’s first allegiance is to the advertiser, and 
from him he must secure the major portion 
of his remuneration. At the same time, 
think it is equally true that in the preparation 
of copy, in the preparation of campaigns, in 
the developing of advertisens and in the 
handling oF details he is also doing some 
service for the newspapers, from whom he 
should receive a part of his remuneration. 

“Of course there are many cases where the 
account is already developed and where the 
service is almost exclusively for the adver- 
tiser, and it ia hard to agree upon a hard and 
fast rule that would apply fairly to all classes.” 


“TI have read the editorial in your April 30 
issue, entitled Agency Commissions,” says 
F. O. Larson, business manager, Tulsa (Okla.) 
Daily World. “After having given it consid- 
erable thought I am of the opinion that news- 
paper rates should be net to the advertiser or 
agency and that any compensation to the ad- 
vertising agency should come direct from the 
advertiser. 

“I furthermore believe that with all rates 
net it would be comparatively easy to make the 
local and national rates the same, and in this 
manner overcome the very bad practice that 
has recently been started by national adver- 
tisers endeavoring to place copy through local 
dealers. 

“IT should like to see some concerted action 
taken in this matter as quickly as. possible, 
and I hereby pledge the cooperation of the 


(Continued on next page) 
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S. F. CHRONICLE GETS 
ARTHUR CLARKE 


Named Maraging Editor of M. H. de 
Young’s Daily On Which He Was 
Reporter Over 20 Years Ago, 
After Wide Experience 


Appointment of Arthur L. Clarke 
as managing editor of the San Fran- 
cisco Chronicle was announced by 
M. H. de Young, 
owner, editor 
and publisher of 
that paper, just 
before he con- 
cluded his visit 
in New York 
this week. Mr. 
Clarke, who has 
been assistant 
managing editor 
of the New York 
Evening World 
for the past year, 
takes the office 
vacated by the 
death of John P. Young, who had held 
it for 43 years and under whom Mr. 
Clarke was initiated into metropolitan 
journalism in San Francisco during the 
nineties. 

Mr. Clarke is a native of Indiana and 
was brought up in Ohio and educated at 
Wittenberg College in Springfield, which 
offered opportunities for entrance into 
the ministry. Notwithstanding these early 
advantages, he has never been known to 
write a. book, run for office or preach a 
sermon. He left college to join the staff 
of the Springfield Champion City Times, 
now a component of Governor Cox’s 
Springfield News, reported for a while 
and then started his travels. His first 
stop was at the Omaha Republican, 
where he was sports and diaeaaale edi- 
tor and enjoyed the company of Fred 
Nye and O. H. Rothacker. Chicago and 
its City Press Association claimed his 
services from Omaha for a short time. 





Artuur L. CLarKE 


On THE CHRONICLE 


Then his father went to California 
and young Arthur went with him, with 
his eyes still fixed on a newspaper ca- 
reer. He joined the San Francisco 
Chronicle as a reporter and won a desk 
position as assistant telegraph editor 
within a short time. Then Mr. de 
Young heard of his experience in Chi- 
cago and he went back to the Windy 
City as correspondent of the Chronicle. 
That was in 1892 and it was an oppor- 
tune moment, for the World’s Colum- 
bian Exposition, in which Mr. de Young 
as California committeeman was deeply 
interested, was getting under full way. 
Mr. Clarke served Mr. de Young prac- 
tically as a secretary during the Exposi- 
tion and upon its conclusion Mr. de 
Young built up the Midwinter Interna- 
tional Exposition in San Francisco and 
made it a financial success—an unheard 
of state of affairs for an international 
exposition—and Arthur Clarke had done 
his part by purchasing and shipping 
many of the largest exhibits and much 
of the equipment of the Columbian Fair. 
That exposition was directly responsible 
for the erection of the museum which 
Mr. de Young recently presented to the 
city of San Francisco. 

Clarke’s next opportunity came when 
the Chronicle became involved in a libel 
suit which had its heart in Moberly, Mo., 
the boyhood home of Mark Twain. It 
was successfully concluded from the 
Chronicle’s standpoint by Mr. Clarke 
and appointment as Washington repre- 
sentative was his reward when Mr. de 
Young, travelling in Europe, heard of 
it. He held the Washington post until 
1896, when William R. Hearst bought 





Editor 


the New York Morning Journal, now 
the American, and asked Clarke to go to 
Chicago as correspondent for that paper 
and the San Francisco Examiner. In 
1899, the Chicago Tribune induced him 
to go to London as its European cor- 
respondent—and events made him South 
African war correspondent, too, for he 
covered the Boer War from London for 
the Tribune. 


Back in the U. S. A. a couple of years 
later, he became assistant managing edi- 
tor of the Chicago American for about 
three minutes, for upon his arrival in 
the office, some one found that a night 
city editor was needed and “A. L, C.” 
was elected on the spot. Next he served 
as city editor on both of Mr. Hearst’s 
Chicago newspapers and in 1903 was 
shunted to Los Angeles to help start and 
be the first managing editor of Mr. 
Hearst’s Examiner. He stayed - four 
years and then went back to Chicago as 
managing editor of the American, shift- 
ing after a year to the same desk on the 
New York American, thence to the Chi- 
cago Examiner and around the ring 
again to Boston with the same title on 
the American. Managing editor of the 
New York Evening Journal, editor-in- 
chief of the Boston American, and again 
to Chicago as the Examiner’s managing 
editor—these rounded out a career on 
the Hearst newspapers which included 
service as managing editor or higher on 
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all of them except the San Francisco 
Examiner and Atlanta Georgian. 

He was city editor of the Chicago 
Herald when it passed to the Hearst 
ownership and he journeyed back to 
New York and picked out a coat-hanger 
in the Evening World office. At first 
he was a minister without portfolio but 
shortly afterward as city editor. That 
was in June of 1918, and he stayed until 
the following summer. He was nursing 
a plan for an illustrated tabloid daily 
in New York, but the Government's rule 
against new newspapers during the war 
prevented him from executing his idea. 
A year later the Chicago Tribune’s own- 
ers decided to start the then Illustrated 
Daily News and Clarke was appointed 
its first managing editor. He stayed 
with the News during its infancy and 
when he left after it was seven months 
old, it was selling at the rate of 165,005 
copies a day. After a short vacation 
in the West, he rejoined the Evening 
World as assistant managing editor. 

He will leave New York May 29 and 
will take up his duties in San Francisco 
immediately thereafter with the Chron- 
icle. 


Coast Paper Names’ Roto “Special” 


The San Francisco Daily News has 
appointed the Gravure Service Cor- 
poration as special foreign representa- 
tive of its Saturday rotogravure sec- 
tion. 


COMMISSIONS TO AGENCIES CONDEMNED. 


(Continued from page 7) 





Tulsa World in bringing about what we be- 
lieve to be a better condition.” 

“Your editorial on agency commissions in 
my opinion is wrong in that publishers are 
involved in paying commissions under any 
circumstances,”’ says E. A. Simmons, president, 
Simmons-Boardman Publishing Company, New 
York, publishers of a number of trade and 
technical periodicals. “At no time should the 
advertising agent act for the publisher. The 
assumption should always be, from the view- 
point of both parties, that the advertising 
agent is at all times acting for the best inter- 
ests of his client. That the advertising is new 
or that an increase is involved should not be a 
factor, the presumption being. that in either 
event the agency recommended only what was 
best for the advertiser. 

“We have paid no commissions to advertis- 
ing agents for at least fifteen years. We main- 
tain our own copy service department and we 


* charge advertisers for whatever writing we do 


that is accepted by them. 
for.all drawings and cuts. We believe this plan 
to be absolutely fair to all concerned, since 
it enables us to keep our rates for the space 
involved down to the lowest possible minimum, 
while those to whom we furnish copy service 
pay for that service and there is thus no in- 
justice to those advertisers who maintain their 
own copy service departments or who pay 
advertising agents to prepare copy for them. 

“We have very satisfactory relations with a 
considerable number of advertising agencies 
and are always glad to supply them with 
whatever data they may require to help de- 
cide the recommendations they m2ke to their 
clients.” 

“TI regard your editorial as the most sane, 
honest and constructive expression of the 
commission bugbear that I have ever known 
to be published in any publication,’’ says ©. R. 


Likewise we charge 


Shaw, publisher, Power Plant Engineering, 
Chicago. 
“It pleases me exceedingly to know that 


Epitor & PusiisHEeR champions the policy that 
advertisers should pay their agents direct for 
whatever counsel and service rendered them. 

“It is my firm conviction that adevrtising, 
that is, advertising campaigns, would be suc- 
cessful in twenty cases where they are now 
successful in but one if it were not that so 
many advertising agents place their clients’ 
advertising in the publications that pay them 
the largest commission. In some cases it is 
the largest rate of commission and in other 
cases it is the largest amount of commission 
because the publication’s rate is very large 
and the total amount of commission received 
for placing one piece of copy is huge. 

“It is impossible for advertising agents to 
ignore their own interests in any advertising 
campaign they carry out, and I think I am 
correct in saying that they consider their own 
interests first and their clients’ interests sec- 
ond. That being the case, they spend their 
clients’ money where they, the agents, get the 
most from it and their clients get what happens 
to come. 

“You have seen, of course, a letter on the 
subject of agents’ commissions recently sent out 
to the publishers generally by N. W. Ayer and 
Son. fthink that it is a wonderful aid to the 
progress of advertising to have the largest 
advertising agency in the land state frankly 
that they are in the employ of their clients 
and not in the employ of publishers, therefore 
their clients pay them for the service they 


render and they accept no commissions from 
publishers.”’ 

“About 40 per cent of our advertising vol- 
ume is placed through advertising agents; 60 


per cent direct through advertisers,” says 
Edwin C. Johnston, publisher, American Ex- 
porter, New York. “It is naturally a very 


trying problem for us to meet the practice of 
agency commissions when our rates have to be 
based upon the net value to the advertiser 
dealing direct. The magazine publisher can 
readily add sufficiently to his rates to cover the 
commission, where we cannot. 

“The agency serves the advertiser, not the 
publisher, and should naturally derive its com- 
mission from the advertiser and not the pub- 
lisher. The agency service is intended to 
enhance the value of the advertising and the 
advertiser should be willing, therefore, to pay 
the agency for the increased value.” 


“We have recently adopted the policy of 
granting commissions to all agencies on cither 


new or old_ business,” says A. S. Armagnac, 
resident, Heating and Ventilating Magazine, 
New York. 


“Our position in the matter is very much as 
follows: We feel it to be a great advantage 
to us to have the advertising copy prepared 
by an agency. It looks far better as a rule 
than that prepared by the advertiser himself, 
besides having the punch. We are saved a 
great deal of trouble with this arrangement, 
and it is undoubtedly money in our pocket. 


“We think your point is a good one that any 
service rendered by an agency to a publisher 
should be paid direct by the publisher. We 
would be glad to support this idea. That is 
the way we look upon the payment of com- 
missions. As it works out it is really six of 
one and half a dozen of the other, although we 
would like to see the two transactions sepa- 
rated and have the agency get no commission 
as such, but be paid a stipulated sum by the 
publisher.” 


“We have never paid commissions to agen- 
cies, and do not intend to start now,” says 
The Haberdasher, New York. 

“Your editorial on the agency commission 
question is excellent, and the last paragraph 
expresses our ideas on this subject exactly 
We do not allow agency commissions on either 
of our journals and carry quite a few ads 


placed by up-to-date agencies, says > 
Smith, treasurer and general manager, The 
Wood:Worker and Veeners, Indianapolis. 


“I am heartily in accord with the spirit of 
your editorial on agency commissions,” says 
L. B. Mackenzie, president, the Welding En- 
gineer, Chicago, “and believe that the granting 
of commissions to agencies should be discon- 
tinued.” 

“We have not allowed any agency a com- 
mission for more than seven or eight years, 
for the reason that we do not think that they 
should be paid a commission any more than 
we should pay their rent or any other over- 
head that they have,” says J. G. Taylor Spink, 
quae manager, Sporting Goods Dealer, St. 

ouis 

“We believe that just as our advertising is 
a service to manufacturers in the sporting 
goods business desirous of getting in touch 
with dealers in sporting goods telling them of 
the merits of their goods, that they should pay 
our card , rate without any discounts or com- 
missions.” 


OKLAHOMANS TO MEET 
BY GROUPS 


Five Districts Set at El Reno Meeting— 
Newland New President—Raise 
$11,000 for Clubhouse—Ponca 
City Gets Next Session 





(By Telegraph to Evitor & PUBLISHER) 


Ext Reno, Okla., May 16.— The Thir- 
tieth annual meeting of the Oklahoma 
Press Association here May 13 and 14, 
was one of the most profitable and en- 
joyable ever held, despite the two days’ 
rain, for everyone agreed that this was 
needed by the farmers at home. The 
annual address of the President, Richard 
M. Elam of the Pawhuska Daily Capital, 
dealt with “Modern Newspaper Service.” 
E. S. Bronson of the El Reno Ameri- 
can, for sixteen years secretary of the 
organization, was elected to represent 
the association at the World Press Con- 
gress at Honolulu, at the expense of the 
Oklahoma press. Six other members 
of the association expect to attend the 
congress. 

Eleven thousand of a $20,000 endow- 
ment fund to sustain the Editor’s club- 
house at Medicine Park, was subscribed 
in open meeting and remainder will be 
raised by mail. Dues were increased 
from $2 to $5 annually. 

J. H. Cockrell of Tulsa and W. R, 
Martin of the Oklahoma Live Stock 
News reported that employing printers 
were generally holding out against the 
44-hour week, many plants being closed 
down. Clyde E. Muchmore of the 
Ponca City Daily News reported on the 
print paper situation. 

John F. Asley of the Ardmore Ard- 
morite, told of various community ac- 
tivities carried on by his paper. H. G. 
Spaulding of the Shawnee Morning 
News spoke on the “sliding scale of ad- 
vertising rates,” which he advocated 
locally, with a flat rate nationally. He 
advocated a higher local rate than for- 
eign. He told the convention that the 
A. N. P. A. in annual session went on 
record for sustaining present advertis- 
ing rates. 

Ponca City was unanimously chosen 
for the next annual meeting. 


New officers are: President, J. L. 
Newland, Frederick Daily Leader; first 
vice-president, L. B. Myers, McAlester 


News-Capital; second vice-president, 
Elmer V. Jesse, Mangum Star; third 
vice-president, Kate Suggs Reid, Ard- 
more; EYEE E. S. Bron- 
son, El Reno. 

The*state was divided into five groups 
to conform to the division of the Okla- 
homa Bankers’ Association, for the pur- 
pose of holding group meetings, chair- 
men being named as follows: 

First, P. P. Wettengle, Elgin Cham- 
pion; second, J. T. Renfrew, Alva Rec 
ord; third, H. G. Spaulding, Shawnee 
News; fourth, L. M. Nichols, Bristow 
Record; fifth, E. F. Stamp, Hugo News. 

Senator John Golobie of the Guthrie 
Register was endorsed for Ambassador 
to Jugo-Slavia, his native country. Fri- 
day night a ball was given and Saturday 
night a gridiron banquet burlesque on 
“the Eighth Legislative Riot” was given 
to 300 visitors, 


Now Lowell Evening Leader 


The Lowell (Mass.) Courier-Citizen 
on May 7, changed the name of its 
evening edition to the Lowell Evening 
Leader, with new headings and new 
features and new make-up. Advertising 
will cont‘nue to be sold for both the 
morning and evening editions of the 
same day without change. 
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Editor 


BANK’S DOORS OPENING WIDER DAILY 
TO GOOD ADVERTISING MANAGERS 





Position Growing in Importance and Increasing in Opportunity as 
Financial Institutions Realize the Need for Reaching the 
Public Through the Printed Word 





By G. PRATHER KNAPP 


Mississippi Valley Trust Company, St. 


INANCIAL advertising has had a re- 
markable growth in the last five 
years. Banks and other financial insti- 
tutions have come broad awake to the 
fact that they need advertising just like 
other business ventures and their doors 
are opening wider every day for the 
man who knows advertising in its broad- 
est and truest sense. 

The Financial Advertisers’ Association 
was formed and made a department of 
the Associated Advertising Clubs of the 
World at the advertising convention in 
Chicago in 1915. Just four financial in- 
stitutions sent representatives to the con- 
vention. 

I happened to be one of these four 
men who organized the Financial Ad- 
yertisers’ Association. Owing to the 
war and various other circumstances, 
five years elapsed before I attempted 
another meeting; in Indianapolis in 1920. 
The Financial Advertisers’ meetings 
were attended by more than 500 repre- 
sentatives of financial institutions. 


Wuat Sort or Man? 


Swift as the development of financial 
advertising has been, there is nothing of 
the mushroom quality in its growth. 
America’s war financing was an educa- 
tional problem; a publicity problem. In 
a large way, it was exactly the problem 
which faces the publicity man of a single 
financial institution. Solving it in the 
individual case is a service which every 
bank requires and for which many banks 
are willing to pay handsomely. 

Let us come down to brass tacks and 
consider the financial publicity man. 
What sort of man should he be? What 
sort of equipment does he rieed? What 
sort of work must he do? And what 
future has he with his bank and in his 
community? Here is a concrete ex- 
ample. 

Francis H. Sisson, Vice-President of 
the Guaranty Trust Company of New 
York, in charge of publicity, is a univer- 
sity man, a Phi Beta Kappa, a former 
newspaper editor, a former advertising 
agency man. He is of the publicist type, 
rather than of the financial type. 

His corporation employs more than 
5,700 people, has offices all over the 
civilized world, controls assets in the 
neighborhood of $1,000,000,000, has a 
capital of $25,000,000, and, during 1920, 
earned a 20 per cent dividend on that 
capital and added five million dollars to 
surplus. Mr. Sisson is the voice of the 
Guaranty Trust Company; and more 
than the voice. As a member of its 
Managing Committee, he is one of the 
four or five controlling personalities 
who really are the company. 


A Pusuicity Jos 


The need for a man like him and the 
opportunity for such a man which ex- 
isted in the Guaranty Trust Company 
exists to a proportionate degree in every 
financial institution of the United States. 
There is both room and demand for 
skilled publicity men in them all. 

Banks and trust companies are at last 
fully awake to their educational function 
a one of their essential reasons for 
being. They realize that they must teach 
thrift and approved methods of handling 
Money to 100,000,000 people. They 
tealize too that if there ever was a time 


Louis 


in the history of this country when 
thrift was essential, or skill with finance 
was valuable, that time is this year and 
the years to follow. 

It is not calamity howling but mere 
common sense to say that we need all 
our skill and energy and determination 











in grappling with our problems. 
lesson of thrift and wise investment that 


Every 


can be taught the American people 
through publicity will save them from 
learning the same thing in the sharp 
school of adversity. 

We must not only tell people what to 
do, but how to do it. We must educate 
a nation where perhaps only one man 
in a hundred ever enters a bank until 
we reach the point where one man in 
at least ten is a regular bank customer. 

This job is a publicity job, pure and 
simple. 

Not an Easy Task . 


It is harder than the average publicity 
job. If you are advertising hats or soap 
you know that sometime every one must 
have a new hat and a fresh cake of 
soap. But unless you convince your 
prospect of his need for bank service he 
will perhaps never realize it. You must 
convince him, not by glittering generali- 
ties, but by plain, hard, everyday facts; 
and you must have the facts before you 
can present them. 

Some successful advertising for banks 
has been done by agencies outside of the 
routine of banking practice, but the fu- 
ture of bank publicity, as I see it, lies 
in the appointment by every bank of 
consequence of a representative whose 
duty it is to vocalize that bank as a fac- 
tor in its community. 

The bank publicity man must know 
banking and his own particular bank. 
He must be in touch with directors, offi- 
cers, employees and customers. He 
must learn by actual contact and realize 
by actual experience the basic funda- 
mentals of the banking business. 

Let me mention one or two things 
the publicity manager of a bank must 
know and do. 

First of all, he must appreciate that 
banking is not the business of handling 
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money, but the business of handling peo- 
ple. The banker’s stock in trade is not 
silver and gold, nor notes, bills and dis- 
counts. In the strictest sense, it is not 
even credit. The banker’s stock in trade 
is human personality. 

For some unexplainable reason the 
impression exists in very many minds 
that the banker is an unpleasant sort of 
person, that he has to be an unpleasant 
sort of person to be a success in his line. 
The tight lipped, blue nosed, hard jawed, 
steel eyed Scrooge is the picture that 
rises in far too many brains when the 
word “banker” is uttered. 

Now, as a matter of fact, no man can 
possibly be a success as a banker with- 
out the ability to make friends and keep 
them. Your successful banker is a de- 





Here’s a practically new 
field for the man skilled in 
preparing “reason why” copy 
with a human interest touch. 
“It’s a big job and a hard 
job,” says G. Prather Knapp, 
“but it pays.” 


pendable trustworthy, reliable, friendly 
soul. He is nota Scrooge but a Lorry. 
Without Lorry’s qualities he would 
never attract a dollar of deposits, never 
hold a dollar of anyone else’s money for 
a day. 

And it is the publicity man’s job to 
make others know this. 

Again, the average American must be 
taught that his banker does not estimate 
men by their riches and that the small 
customer is just as welcome as the 
wealthy customer. As J. Pierpont Mor- 
gan put it on the witness stand, “We do 
not lend on security but on character.” 

Banks succeed and grow with the suc- 
cess and growth of their customers. 
Taking an account when it.is small and 
helping it grow large and repeating the 
process over a number of cases is the 
secret of success in the banking business. 
Everyone does not realize this. 

It is the job of the bank publicity man 
to make everyone realize it. 

But even more serious is the unfamil- 
iarity with the utility of a bank and the 
process of the banking business that 
keeps the average American from using 
a financial institution. 

It must be the duty of the bank pub- 
licity man to take the public into the 
bank by means of his publicity. He 
must take the man in the street through 
the main entrance, show him around the 
lobby, explain to him the form on the 
check desk, clarify for him the pro- 
cedure at the teller’s window, familiarize 
him with the personal qualities and busi- 
ness functions of the officers, and so on. 

Doing all this and doing it right is a 
big job and a hard job, but, believe me, 
it is an interesting job and a necessary 
job. It is a job that the business of this 
country needs. Financial institutions 
realize their need for it and are more 
or less willing to pay handsomely for it. 
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BRITISH JOURNALISTS 
FIX WAGES 


The British Newspaper Society, For 
Newspaper Proprietors Outside 
London, Settle New Terms 
Accepted By N. U. of J. 


By Herpert C. Rivout 
London Editor, Epitor & PusLisHER 


FOLLOWING closely upon the heels 

of the settlement of the wage ques- 
tion of London journalists, already re- 
ported to Epitor & PustisHer, I have 
just received news from Frank Bird, 
Secretary of the Newspaper Society, that 
his association has succeeded in arrang- 
ing an agreement on salaries and work- 
ing conditions for the newspaper staffs 
of country publications .(i. e. outside 
London), and that the agreement has 
been accepted and signed by the Na- 
tional Union of Journalists. This is the 
result of prolonged negotiations, and 
may be taken as further proof of recog- 
nition of the Union, especially in view of 
the fact that the President of the News- 
paper Society said that while, on ac- 
count of the rapidly decreasing cost of 
living, his colleagues were unanimously 
of opinion that they could not give a 
larger increase than that offered, they 
appreciated the fact that the Union had 
been loyal for twelve months and on 
that account had persuaded their mem- 
bers that some advance was due. 

That the new. agreement has . found 
acceptance by the Union is largely due 
to the painstaking efforts of the News- 
paper Society’s President; . Valentine 
Knapp, during the negotiations, and his 
careful handling of the employers’ case. 
He devoted an immense amount of time 
and thought to the matter, weighing in 
judicial fashion every title of evidence, 
and he has earned the thanks of his col- 
leagues in the resulting agreement and 
its apparent satisfaction to both sides. 

The new agreement is signed to take 
effect as. from January 26 last, and 
carries a ratification of its provisions 
from the Scottish Daily Newspaper So- 
ciety, the terms thus being rendered ap- 
plicable to Scottish journalists. 

Briefly the terms provide that jour- 


nalists of either sex, of 23 years of age - 


and having earned their living as news- 
paper writers for three years, shall be 
entitled to the 
weekly salaries: 

For weekly papers, £4.7s.6d.; for 
weekly papers in places where daily pa- 
pers are published, £4.13s.6d.; for daily 
papers in towns of fewer than 100,000 
inhabitants £5.3s.; for daily papers pub- 
lished in towns of between 100,000 and 
250,000 inhabitants, £5.8s.6d.; and for 
daily papers in towns of over 250,000 in- 
habitants, £5.15s. 

No specified time for the continuance 
of the agreement is laid down, but 
twenty-eight days notice from either 
side will call together the committee, 
containing five representatives from 
each organization) to discuss any mat- 
ters arising from it. 

Thus, it would seem that for a period 
we may expect complete peace between 
owners and workers on the subject of 
wages and conditions for newspaper 
men, so that this element of uncertainty 
is removed from the thorny paths of 
news production, and the fact may 
smooth the way towards the approach of 
more normal conditions. 





Thomas Agency Moves 
The Thomas Advertising Service 
has removed its Tampa (Fla.) to the 
Citrus Exchange Building. 
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HAWK EYE EDITOR SCORED FIRST BEAT 


ON LINCOLN’S 


NOMINATION 





Although Over Eighty John L. Waite, Last Survivor of the Group 
That Reported Historic Convention, Still Directs 
Famous Burlington Newspaper 


By TRACY 


HE old Cleveland Leader “beat” the 
newspaper world with its report of 
the Chicago convention of 1860 that 
made Abraham Lincoln the republican 
nominee for president, because, for the 


first time in 
newspaper _his- 
tory, a “cub re- 


porter” covering 
a big story had 
worked out be- 
forehand how he 
could — combine 
telegraph and 
mail service and 
get his copy to 
the desk a few 
hours ahead of 
competitors. 

That cub 
porter was John 
L. Waite who has been connected with 
the Burlington Hawk-Eye for half a 
century and for more than thirty years 
editor. Although he celebrated his 
eightieth birthday some time ago, the 
same spirit of journalistic enterprise that 
enabled the Leader to score a beat sixty 
years ago is still his and his first thought 
now as then is for “the paper.” 

Mr. Waite never comes to “the shop” 
for a chat and I never call at his hos- 
pitable and cheerful home without 
discovering in the discussion of current 
events or stories of yesterday, some 
idea that can be used advantageously 
either editorially or in the news col- 
umns. I frequently find on my desk 
some beautifully written long-hand 
manuscript that even the printers of to- 
day have no trouble in deciphering and 
this always means that the editorial page 
of the Hawk-Eye is brighter and more 
interesting because of a contribution 
from Mr. Waite. a 

He is a kindly and constant critic 
of the Hawk-Eye and the Hawk-Eye 
is cleaner because of his careful read- 
ing of its columns daily. Nor is his 
criticism confined to errors, many a 
young reporter of today is made hap- 
pier when a note comes down “Please 
tell whoever wrote that story that I 
thought it very good. J. L. W.” 

You have asked for a human interest 
story of Mr. Waite, his whole life is 
one of human interest, because he has 
ever been intensely interested in his fel- 
low humans and that interest is just as 
strong tcday as when he was a “cub” 
covering his first big story. 


NatuRAL Born NEWSPAPER MAN 


I have often thought that Mr. Waite 
is one of those “natural born newspa- 
per men” so often talked about and so 
seldom found. 

Born in Ravenna, Ohio, Mr. Waite 
completed his schooling in Chicago and 
became a telegraph operator, but he was 
not satisfied in handling copy that others 
had written. His first chance to do 
something big in a news way came 
when the Wigwam was being erected 
for the Republican convention of 1860. 

Securing the plan and a descriptive 
text he put up a news feature story and 
submitted it to the Cleveland Leader. 
It was used and copied by the Chicago 
Tribune as the first descripiicn of the 
building to appear in Chicago. thus ad- 
mitting that the volunteer correspondent 
had beaten the men of the Tribune’s 


a 


Joun L. Waite 





te- 
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own staff. As the result of this piece 
of work, the Leader offered young 
Waite the necessary credentials to gain 
a seat in the press gallery at the con- 
vention and asked him to furnish a 
story but, as telegraphic news service 
was most limited in those days and very 
expensive, the Leader did not authorize 
him to file a wire report. 

That did not suit the young newspa- 
per man. He realized the time value 
in news and, even if his paper did not 
think a special story of the convention 
worth while until it could reach the 
office by mail, he devised a method to 
gain a full day in transmission of his 
news stories by using the wire of the 
P:ttsburgh, Fort Wayne and Chicago 
Railroad, upon which line he was em- 
ployed as an operator at the time, to 
send his specials free of charge to the 
paper through the operator at Crestline, 
Ohio, who copied them and sent them 
by mail or express to Cleveland over 
the Columbus and Cincinnati Railroad. 
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Thus he gained for his paper twenty- 
four hours over the regular mail by 
which the convention story was sent 
from Chicago and “beat” the country, 
outside of Chicago, with both his pre- 
convention stories and the big, descrip- 
tive story of the convention itself, 

He is probably the last survivor of 
the men who sat in the press gallery 
at that history making convention, 

Mr. Waite came to Burlington as su- 
perintendent of telegraph of the Bur- 
lington and Missouri River in 1863 and 
six years later, after doing considerable 
newspaper work as a side line, quit the 
key to take the city editorship of the 
Hawk-Eye. In 1874 Frank Hatton, 
then editor of the Hawk-Eye made him 
associate editor and in 1876 he suc- 
ceeded Robert J. Burdette as managing 
editor when the famous humorist re- 
signed to enter the lecture field. 

Mr. Waite continued as managing 
editor until 1882 when he was appointed 
postmaster of Burlington. Four years 
later he became editor of the Hawk- 
Eye. Although he has since served 
three terms as postmaster he never en- 
tirely relinquished his association with 
the Hawk-Eye and is today chairman 
of the board of directors. 

I have known Mr. Waite intimately 
since | was a boy. Twenty years ago 
I did some cf my first newspaper work 
under him and, after an absence of six- 
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WORLD’S SUNDAY SCHOOL LEADERS SEEK 
PRESS CO-OPERATION 


By WILLIAM T. ELLIS 





WHILE American publishers were re- 
cently in annual convention in New 
York there was, at the same time and in 
the same city, another gathering, unher- 
alded, of even more far-reaching import- 
ance. The Executive Committee of The 
World’s Sunday School Association, of 
which John Wanamaker is president, 
was in session at the Union League 
Club, to consider the affairs of the thirty 
million members of the Sunday School. 
Gathered before a huge wall map of 
the whole world, these men talked in 
terms of continents and nations; for 
literally all the countries of earth are 
the field of this Sunday School organi- 
zation, which has its official representa- 
tives even in the non-Christian lands. 

Naturally, the universal unrest of so- 
ciety means more to the World’s Sunday 
School Association than to many other 
bodies. Since the Sunday Schovi deals 
with the erection of ideals and the for- 
mation of character, these leaders inev- 
itably faced their responsibility for pre- 
serving the proved integrities of civil- 
ized life and of real democracy and lib- 
erty. 

As everybody knows, the Sunday 
School is the one organization in the 
United States and Canada which is lit- 
erally all-pervasive, going even farther 
than the public school, into every city, 
town, village and rural settlement. With 
something like twenty million members, 
most of them children and young peo- 
ple, in North America alone, upon whom 
its touch is weekly, and distinctively 
character-forming; it is in a peculiar 
position to combat the un-Christian and 
un-American influence of foreign radi- 
calism. 

So an important step was taken, when, 
at the New York meeting, the World’s 
Sunday School Association appointed a 
committee, to serve with a similar com- 
mittee from the International Associa- 
tion with a view to enlisting the co-oper- 
ation of the newspapers of the English- 
speaking world in a great “drive” to 





help the Sunday Schools function fully 
in the present emergency. The quickest 
and most direct way to awaken the Sun- 
day Schools themselves, and the public 
that is naturally in sympathy with them, 
to the new task of saving Christian civ- 
ilization, is through editorials and news 
and special articles in the daily press. 

This plan implies no perversion of the 
proper functions of either the Sunday 
School or of the newspapers. It is the 
clear Bible idea of liberty and of social 
justice and of democracy that is going 
to save the world from the hate-filled 
vagaries of Bolshevism. It is a primary 
mission of the press to give attention to 
all that makes for public welfare; and to 
print freely whatever news of public 
interest arises in any large element of 
its constituency. And with nearly one- 
fifth of the country’s population officially 
in the Sunday School, and more than 
half the people sentimentally interested 
in it, the news value of the Sunday 
School is obvious. 

A speaker before the World’s Associa- 
tion leaders pointed out that the daily 
articles upon the Sunday School and 
Bolshevism, which the Philadelphia 
North American ‘and the Pittsburg 
Leader are publishing, apparently have 
been highly profitable to these papers 
from a circulation standpoint. 

The general public has little knowledge 
of how complete is the organization of 
the Sunday School, extending by units 
of nations, states and provinces and 
counties and cities, down to the smallest 
communities. Many hundreds of em- 
ployed officers give all of their time to 
the promotion of the Sunday School, and 
these will be straightway enlisted in the 
new effort for newspaper co-operation. 

It is easily conceivable that the move- 
ment inaugurated by the World’s Sun- 
day School leaders in New York may, 
by the help of the newspapers, assume 
proportions that will profoundly affect 
the future of America and of the other 
nations. 





tec) years it was a great pleasure to 
again become associated with him, 

In atl the time I have known him, | 
have never known him to be other than 
fair, just and tolerant of the views and 
opiaicns of others however much he 
might differ from them and I have never 
known him to lose his temper nor to 
become unduly excited. But he jg 
neither cold nor indifferent. In fact | 
have known but few men so sympathetic 
or keenly interested in people and 
events as he, but he has the real news- 
paperman’s ability to “keep his head 
when all about him are losing theirs,” 
to listen attentively and see accurately, 
to retain what he hears and sees and to 
reproduce it all in written words. 

In writing a “human interest story” 
of a man past eighty who has spent 50 
many years on the street and at a desk 
in the news and editorial rooms of a 
daily paper, it is customary to write 
something about the lengthening shad- 
ows and the evening of life, perhaps 
something about “turning in 30.” But 
one who looks into the clear eyes of 
J. L. Waite, who realizes his quick 
grasp of current situations and reads 
his forceful, legible copy, cannot bring 
himself to believe that the sun for him 
is creeping into the west. 

3esides he has always been a morn- 
ing newspaper man who knows no eve- 
ning. 


HASTINGS CALLED TOO LENIENT 


Ontario Editor, Serving as Judge, In- 
vestigated for Booze Decisions 


The Commission recently appointed 
by the Hon. A. E. Raney, Attorney- 
General for the Province of Ontario, to 
investigate the conduct as local magis- 
tate of David Hastings, editor and pub- 
lisher of the Dunnville (Ont.) Gazette, 
has handed in its report. In it testi- 
mony is paid to Mr. Hastings as “an 
upright and honorable man, a leader in 
the Methodist church, and one whose 
integrity is unimpeachable.” While the 
Commissioner does not find that Mr. 
Hastings “intentionally or consciously 
favored in administering the Ontario 
Temperance Act any particular ‘ring’ or 
group,” as was alleged in the complaints, 
he thinks that Mr, Hastings was not 
strong enough in his administration, and 
tempered justice with too excessive len- 
iency. 

The press in Ontario particularly has 
taken up the case and discussed it at 
length. Both editorial and public opin- 
ion generally incline to the belief that 
Mr. Hastings has been unfairly dealt 
with. Mr. Hastings meanwhile has an- 
nounced his intention of proceeding fur- 
ther with the matter. 


N. E. A. Fighting Mondell Bill 


The National Editorial Association 
is unremitting in its oppsition to the 
Mondell bill for the repeal of the postal 
zone law on second-class mail. H. C 
Hotaling, the executive and field secte- 
tary, says that every vice-president has 
received a circular urging him to get 
busy with the Congressmen of his state. 
The resolution adopted by the associa- 
tion at the Florida convention has beet 
placed in the hands of every member 
of congress. 


Feiker Hoover’s Assistant 

F. M. Feiker, vice-president and 
chairman of the editorial board of the 
McGraw-Hill Company, has been af 
pointed assistant to Secretary of Com- 
merce Hoover. Mr. Feiker will assist 
Mr. Fp in the expansion of the 
Bureaus of Foreign and Domestic Com- 
merce, Standards and Census. 
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Editor 


CALLING DOWN A COLLEGE PROFESSOR 
WHO MISJUDGED ADVERTISING 


“Advertising Is a Gamble’? and 


“Wait a Few Years,” Stirred the 


Ire of a Young Woman in His Audience to Make a Few 


Remarks, Which 


She Digests Here 


By MISS ELIZABETH V. MAGUIRE 


PROFESSOR in the School of 

Commerce in a nationally known 
University not long ago, addressing a 
cub of advertising women, laid great 
stress on the caution that must be exer- 
cised in spending money for advertising. 
He advised the storekeeper and the 
manufacturer who had a product to ad- 
yertise not to disturb his working capital 
for advertising. 

His admonition to “wait a few years 
before advertising”, would sound the 
death knell for all progress and distri- 
bution of the world’s output. I didn’t 
believe that this had to be argued any 
longer. It is so self-evidently true and 
can be so convincingly demonstrated 
that I was amazed to hear a man sup- 
posedly an expert argue along lines that 
seemed almost primitive—which belong 
toa past generation of business failures. 


Not A GAMBLE 


This man, who deals in figures alone, 
who sits at a desk and talks to students, 
may be pardoned for reaching an 
erroneous conclusion, but he should not, 
working from this erroneous premise, 
disseminate an impression that is alto- 
gether false, is not even founded upon 
fact, much less substantiated by exper- 
ince. A brief, practical experience 
would demonstrate to him how mistaken 
is his theory; how fatal would be its 
application to business. He has never 
watched the little grains of seed, nur- 
tured by the right kind of advertising, 
propagate and grow into a great swaying 
feld of grain to the benefit of thou- 
sands and the golden profit of the sower 
who has had faith in his product, belief 
in advertising, vision to know that it is 
not a gamble, but an assured and real 
investment that will come back laden 
with interest, increased profit and great- 
et volume of business, 

This professor, who is instructing 
young men in finance and commerce, 
went so far as to say, when questioned 
as to the efficacy of advertising, that ad- 
vetising might be allright “If you want 
to gamble.” 

If he had looked beyond his desk, out- 
side of his class-room of students and 
into the great world of business he could 
have seen marvelous real, unanswerable 
idence that advertising supported by 
the right kind of merchandise, is not 
taking a chance; that it is not a gamble, 
but money spent that has come back a 
hundredfold, and more. It is giving 


0 the world useful knowledge that it 
needs, 


Tue ALtruIstic SIDE 


Instances beyond easy count could be 

quoted reading to convince the most 
doubtful mind that advertising is not 
taking chances; that it has brought suc- 
ss out of failure, progress out of 
‘trogression, efficiency out of de- 
itiency, hope out of despair in every 
wsiness where its magnetic power has 
ven set to work. 


Advertising has done more than bring 
mete profit and larger distribution to 
he advertiser. Think of its altruistic 
‘ide, The advertiser may well claim his 
ivestment in publicity as a public bene- 
‘action, Every time, for instance, that 
lwrite an advertisement which places 
‘player piano, a talking machine, a 
ashing machine, a vacuum cleaner or 


any other of the superb appliances for 
the household, I know that I have been 
instrumental in lifting away hours of 
drudgery and discouragement, and as- 
sisting people to a few hours of leisure 
and enjoyment that ‘they would not 
otherwise have known. 


Think of the tractor; how it has 
helped the farmer. Investigate the 
story of the campaign for Sun-Kist 


Oranges and learn how as a result of 
that campaign, the discouraged, over- 


mortgaged farmer: took heart again and 


Academic judgment and ac- 
tual business experience some- 
times differ in fundamentals. 
When it does there’s nothing 
like a few bold and well- 
founded words, such as these 


of Miss Elizabeth A. Ma- 
guire’s, to set a professor 
right. EDITOR & PUBLISH- 
ER asked Miss Maguire what 
she said and she wrote this 
article in reply. 


prospered. Old mother earth was 
taught to give her best to the perfection 
of this product, sons and daughters of 
the farmers of the West were saved 
from drudgery, failure, and sent to 
schools and colleges. Advertising saved 
the orange for commerce, made the 
farmer’s work count for something, and 
gave you and me a better, finer product. 

This is just one instance of the far 
reaching uplifting power of advertising. 
Millons may well thank it. Mr. Profes- 
sor should investigate. He would find 
that he is traveling on the wrong path, 
working from a false premise, if he 
advises such extreme caution, in the 
beginning of a new business. 

Did we wait, as Mr. Professor advised, 
until business surplus warranted using 
money for advertising, where would 
business today exist? In the grave; and 
written on its tombstone: “I failed, I 
died, because I did not advertise.” 

One of the greatest of retail mer- 
chants, John Wanamaker, when he 
opened his store in Philadelphia took 
the receipts, not of the day’s profits, but 
the entire income of the day, ahd spent 
it for advertising for the next day. Had 
he waited for success first before 
“Gambling with Advertising”, we should 
not have the magnificent structures in 
Philadelphia and New York, whose dis- 
tribution is world-wide; whose effective 
part in the commerce of the world is 
one of many units that typify the retail 
store’s part in world commerce. 

I care not how fine your product, how 
finished your service, you are deriving 
little of profit or benefit unless you tell 
vour public. And your sure, best, most 
direct method is advertising. The right 
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merchandise, properly advertised is sure 
of good result. 

Retail businesses on the verge of fail- 
ure, have been resuscitated, saved from 
failure, by judicious advertising. 

Every business that has grown to im- 
portance, every retail or wholesale enter- 
prise that has become renowned, every 
product that has attained national or in- 
ternational prominence and distribution, 
must thank the muse of advertising for 
its progress. 


STANDARD PRICE BILL IN HOUSE 


Representative Kelly (Pa.), Sponsor 
for Law to Prevent Cut Rates 


Representative Clyde Kelly, of Penn- 
sylvania, has introduced in the House 
his standard price bill, under which in- 
dependent manufacturers would be al- 
lowed to fix the prices at which their 
products would be sold in all markets. 
Hearings have been held on this bill 





by the Interstate and Foreign Commerce 
Committee of the House. The bill is 
intended, according to its caption, to 
“protect the public against false pre- 
tenses in merchandising under trade- 
mark of articles of standard quality.” 


The purpose of the bill, according to 
Mr. Kelly, is “to give the independent 
manufacturer with an identified product 
the right to file his trade mark or brand 
with the Federal Trade Commission as 
well as his price for sale to the whole- 
saler and retailer. On such filing, he 
would have the right to maintain the 
price of his article. If any person feels 
aggrieved, that the price is too high for 
instance, he may appeal to the Federal 
Trade Commission. 


Zinc Men Will Advertise 


The American Institute of Zinc at its 
annual meeting in St. Louis last week 
decided to carry on a campaign of pro- 
motion for zinc for roofing and other 
supplies, the campaign to include adver- 
tising and other exploitation. The mine 
operators have agreed to an assessment 
of 2%4 cents a ton on ore and mill own- 
ers and manufacturers have agreed to 
an assessment of 5 cents a ton on manu- 
factured zinc to be used for this purpose. 
E. H. Wolff of Peru, Ill., is president, 
and Stephen W. Tuthill of New York, 
secretary of the Institute. 


New Shipping Board Ad Campaign 


The Advertising Agencies Corpora- 
copy to 8,000 country weekly and daily 
newspapers for a U. S. Shipping Board 
tion, New York, will shortly send out 
campaign. 


1l 


HORD HEADS EDITORS 
OF HOUSE ORGANS 


News Gets Better Results in Employes’ 
Papers Than Editorials, Says Prof. 


Lee—New Trade Paper 
Introduced 


Editors of employes’ magazines repre- 
senting fifty industries and half a mil- 
lion-workers in New York State met at 
the New York Advertising Club, May 
16, for the annual meeting of the New 
York State Editors’ Association of 
Employees’ Publications. Spencer 
Hord, editor of Kodak News, Eastman 
Kodak Company, Rochester, N. Y., was 
elected president; E. T. Wilkins, editor 
of Work News, General Electric Com- 
pany, Schenectady, vice-president; and 
George Herbster, editor of the Arrow, 
Cluett, Peabody & Co., Troy, N. Y., 
secretary-treasurer. 

Reports of the work of the associa- 
tion during the past year were given by 
E. T. Wilkins, secretary-treasurer, C. 
W. Y. Currie, assistant publicity man- 
ager of the New York Central Lines 
and chairman of the membership com- 
mittee, and Bert E. Barnes, editor of 
the Morse Dry Dock Dial and chair- 
man of the investigation committee. 

Following a discussion of problems 
and plans for next year, luncheon was 
featured by a highly interesting talk 
and demonstration of character analysis 
by Dr. E. H. Merton of the Merton 
Institute. Taking three of the members 
as examples, he pointed out facial char- 
acteristics and explained the relation of 
these to their inherent ability for dif- 
ferent lines of work. 

The afternoon session opened with a 
talk on engraving by Stephen H. Hor- 
gan, of Sinclair & Valentine, who made 
the first newspaper halftone. He tola 
the history of the development of en- 
graving, gave points of advice to editors 
and answered questions. 

N.-P. Winchell, editor of Paper, gave 
a talk on “How to buy, test, and use 
paper.” He told how paper is made and 
discussed the different grades from the 
editors’ standpoint. 

James Melvin Lee, professor of jour- 
nalism in New York University, spoke 
on “News Elements in Employes’ Pub- 
lications.” He urged the value of 
news as against editorials for getting 
results among workmen and advised 
greater variety in presentation. Among 
the ways for gaining variety effectively, 
he suggested dramatization, anecdote, 
personal impressions in a walk through 
a plant, unexpected twists in stories, 
humor and personal items. 

The final speech was E. A. Shay, as- 
sistant secretary of the Industrial Re- 
lations Associations of America, who 
talked on “Why an Employes’ Magazine 
should be under the Direction of the 
Personal Relations Department.” This 
was followed by a prolonged discussion. 

During the session, Bert E. Barnes, 
editor of the Morse Dry Dock Dial, in- 
troduced the Blue Pencil, a new pub- 
lication devoted exclusively to employes’ 
magazines and house organs and de- 
signed to be of practical help to editors 
of these papers. 


Underwood Bill Reintroduced 


Senator Oscar W. Underwood, of Ala- 
bama, has reintroduced his resolution, 
which the Senate adopted at the pre- 
vious session of Congress, providing for 
a commission to confer with the Gov- 
ernment of the Dominion of Canada or 
the provincial Governments of Quebec, 
Ontario and New Brunswick with a 
view to having withdrawn certaiti re- 
strictions on the exportation of wood 
pulp to the United States. 
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Editor & Publisher 


PAPER MAKERS SUED FOR $1,500,000 BY 
NEW YORK GLOBE 





Monopoly Causing Loss of Business to Newspaper Charged in 
Action to Recover Damages Suffered During 1915, 1916, 
and 1917, Under Anti-Trust Law 





EWSPAPER publishers of the coun- 

try brought their thoughts back to 
the days of 1915, 1916 and 1917 when 
prosecutions of the newsprint manufac- 
turers of the American continent were 
under way when the New York Globe 
this week filed suit against the Inter- 
national Paper Company, Philip T. 
Dodge, its president, and G. F. Steele, 
at that time secretary of the Newsprint 
Manufacturers’ Association, and. now 
manager of the Canadian Export Pa- 
per Company, alleging illegal conspiracy 
in restraint of trade, resulting in a loss 
of circulation and advertising to the 
Globe, and asking damages of $500,000 
and punitive damages of thrice that 
amount under the Clayton amendment 
to the Sherman Anti-Trust Law. 


That the filing of the suit may be the 
forerunner of other suits to recover 
heavy damages from the newsprint 
makers by the newspaper publishers of 
the country was indicated to Eprror & 
PuBLISHER this week by Jason Rogers, 
publisher of the Globe, when he was 
asked to tell why the action was started. 

“The Globe’s suit against the Inter- 
national Paper Company for damages 
caused by the combination in restraint 
of trade of the now defunct Manufac- 
turers’ Association for the organization 
and operation of which its members 
were indicted on complaint of the De- 
partment of Justice is only the opening 
gun in a campaign which will be 
launched by the publishers of the coun- 
try to recover millions of dollars which 
have been filched from them,” said Mr. 
Rogers. 

“A reading of the Clayton Law, with 
its triple damages applied to the situa- 
tion of the men who were indicted and 
pleaded nolo contendere in criminal 
prosecution and escaped with nominal 
fines provides a case against them for 
the recovery of damages in civil suits 
which it is going to be very difficult for 
them to defend. 

“The Globe did not bring its suit until 
the International Paper Company 
started to sue it recently for the differ- 
ence—about $95,000—between the price 
which the paper company charged its 
customers in 1917 and the price fixed 
through the mediation of the Federal 
Trade Commission on petition of the 
paper manufacturers, 2'%4 cents a pound, 
which was all that the Globe paid. 

“The amount set up as damages by 
the Globe, $500,000, grows to $1,500,000 
under the triple damages provided in the 
Clayton Act, and only covers the situa- 
tion up to January 1, 1918. It is prob- 
able that another action to recover dam- 
ages from that date will be instituted 
on the ground of violation of the stipu- 
lations reached at the conclusion of the 
criminal proceedings. 


“The Globe, until it was sued by the 
paper company, had several times of- 
fered counsel and officials of the A. N. 
P. A. evidence and groundwork for a 
civil case against the manufacturers, 
but they did not see fit to engage in an- 
other battle with the paper group. 


“The average publisher, after the bit- 
ter experiences of the past four years 
has become so accustomed to eating out 
of the hand of the man who provides 
paper at from 200 to 300 per cent profit, 
that he will sign on the dotted line 
regardless of price. 


a 


“The Globe was thrown into the spot 
market in January, 1918, and again in 
January, 1921, but today buying 
paper much more cheaply than if it had 
been given a contract for 1921, so that 
the last forced plunge into the market 
has been rather profitable than other- 
wise. 

“The very interesting effort of the 
Canadian manufacturers to secure a 
differential in a tariff wall to protect 
them from the inroads of European 
paper would seem to indicate that they 
still think themselves smart enough to 
continue inordinate profits, but Con- 
gress will have little sympathy for them 
and much for the newspapers which 
have suffered. 


“Acting for the relief of many pub- 
lishers, large and small, I have orders 
aggregating well over 150,000 tons of 
paper, which I expect will be swelled to 
double that quantity within a few 
weeks. I will buy the paper either in 
Europe, Canada, or the United States, 
wherever I can buy it cheapest and 
best. I shall not try to break the price 
below a fair level, but I most certainly 
will not pay prices asked for supply 
today by profiteers. 


is 


“Tl know what it costs to. produce 
paper at modern effective mills, for I 
am interested in the development of 
several of them and have just as sound 
expert data to work with as any of the 
paper manufacturers. In comparison 
with the costs of these mills, the ex- 
perience of some publishers who bought 
mills at war prices takes on many of 
the phases of trying to resurrect into 
being a second-hand cheap automobile.” 

The Globe’s complaint, filed by Kell- 
ogg, Emery & Cuthell, sets forth in the 
course of its forty pages that the Globe 
is one of the leading afternoon news- 
papers of the country, with large cir- 
culation and advertising contracts and 
that it requires for publication 9,000 to 
12,000 tons of newsprint paper a year. 
It is alleged that the Newsprint Manu- 
facturers’ Association, organized in 
1915, controlled 80 per cent of the news- 
print paper output of the North Amer- 
ican continent. 

During its life, from 1915 to 1917, the 
Association had no constitution “nor by- 
laws and kept no minutes of its meet- 
ing, the complaint states, and continues 
that the association was under the con- 
trol of Philip T. Dodge, George H. 
Mead, of the Spanish River Pulp & 
Paper Company; George Chahoon, Jr., 
Laurentide Company, Inc.; G. H. P. 
Gould, Gould Paper Company; Frank J. 
Sensenbrenner, Kimberly-Clark Paper 
Company, and Alexander Smith, who is 
described as the leading banker in the 
United States in paper mill finance. 


Tt is further alleged that this associa- 
tion, through the above executive com- 
mittee, dominated the newsprint trade 
between 1915 and 1917, thereby, the 
complaint argues, effecting a “conspir- 
acy and plan to monopolize business in 
newsprint and the necessary effect of all 
the foregoing was to restrict the output 
of newsprint paper in the United States 
and to destroy an open and competitive 
market therein, and to enhance the 
price thereof to consumers beyond a 
fair and reasonable price.” 

The Globe purchased its paper, the 
complaint states, from the International 
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Paper Company at a price ranging from 
2 cents to 2'4 cents between 1915 and 
1917. Through the Newsprint Manufac- 
turers’ Association, it is alleged, cus- 
tomers of member paper companies 
were allotted to manufacturers and 
“each member of the said association 
agreed with all the other members 
thereof not to interfere between a man- 
ufacturer and an allotted customer, and 
not to make contracts with nor to en- 
tertain offers from the customers who 
were allotted to other manufacturers.” 

Under this arrangement, the Globe 
contends, it could not have purchased 
paper for its requirements in any larger 
quantity or at any better terms than 
through the International Paper Com- 
pany, one of the members of the asso- 
ciation, and the absence of an open and 
competitive market is denounced by the 
plaintiff who says such absence was 
caused by “corrupt and unlawful con- 
tract, combination, conspiracy and mo- 
nopoly in newsprint paper.” 

3y reason of this contract, it is al- 
leged, the Globe was unable to obtain 
the quantity of paper needed in the 
conduct of its business following limita- 
tion of the contract tonnage by the In- 
ternational Paper Company and thereby 
“suffered a loss of circulation of a 
large number of copies per day and a 
consequent loss in the value of its news- 
paper business, and likewise suffered a 
loss in advertising rates which it was 
able to charge and was also prevented 
from printing large quantities of valu- 
able advertising which was offered to or 
obtained by it, solely .by reason of its 
inability to procure a sufficient supply 
of paper.” 

It also alleged that the Interna- 
tional Paper Company’s prices were ex- 
cessive and exorbitant and “more than 
the fair market value.” 


May 21, 
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HEADS MEDILL SCHOOL 


Pref. Harrington Has Taught Journal- 
ism in Middle West 


Prof. H. F. Harrington, head of the 
department of journalism in the Uni- 
versity of Illinois, has been appointed 
director of the 
Medill School of 
Journalism, Chi- 
cago. Prof. Har- 
rington, who was 
graduated from 
Ohio University 
in 1905 and re- 
ceived the de- 
gree of A.M. 
from Columbia 
University, in 
1909, has had 
practical experi- 
ence in news- 
paper work hav- 
ing served as a reporter and desk man 
on the Columbus (Ohio) State Journal, 
and publisher of the London (Ohio) 
Times, besides contributing articles to 
various other newspapers, trade papers 





H. F. Harrincton 


PRor. 


and magazines. He is the author of 
three text books on journalism: Essen- 
tials in Journalism,” “Typical News- 


paper Stories” and “Writing for Print.” 

Prof. Harrington, who is one of the 
pioneers in journalistic instruction in 
colleges, has conducted courses in jour- 
nalism at Ohio Wesleyan University, 
Ohio State University, University of 
Kansas and the University of Illinois. 
He has been at the latter institution for 
the past six years. He taught courses in 
journalism for two summer terms in the 
Southern Division, University of Cal- 
ifornia, Les Angeles, one summer at the 
University of Wisconsin, and will teach 
a course in journalistic writing this sum- 
mer at the Pulitzer School of Journal- 
ism, Columbia University. 


AUTO AD MANAGERS 
DISCUSS PROBLEMS 


Mction Picture Advertisting Being Used 
to Advantage—Favor Heavy Pub. 
licity When Business Is Dull, But 
Advice Not Taken 


New methods to meet new conditions 
was the keynote of the Conference of 
Automobile Advertising Managers held 
under the auspices of the educational 
department of the National Automobile 
Chamber of Commerce, at the Hotel 
Statler, Detroit, May 6. 

H. R. Hyman, Cole Motor Car Com. 
pany, discussed “New Forces in Auto- 
mobile Advertising,” and H. C. Dart, 
Paige-Detroit Motor Car Company 
presented a paper on “General Adver. 
tising Plans That We Have Found 
Helpful.” 

The motion pictures, Mr. Hyman de. 
veloped, are one of the new forces jn 
advertising, the possibilities of which 
have, been scarcely realized. A particu. 
larly useful type of industrial motion 
picture was found to be that produced 
for foreign trade where the size and 
personnel of the plant is emphasized in 
order to give the foreigner an idea .of 
the extent of American industry. 

Mr. Hyman’s paper brought out the 
fact that although automobile copy is 
coming more and more to stress reli- 
ability and service, rather than mere 
speed and recreation, the artists have 
not kept pace in ideas with the copy- 
writers. One still finds Mack Sennett 
bathing girls or country club scenes 
holding dominant positions in our auto- 
mobile advertising. 

H. C. Dart’s paper brought out the 
fact that in Paige experience, the for- 
eign advertising agency has fully as 
clear a grasp of its own market as the 
American agency, assuming the com- 
parison to be between first class organi- 
zations. This provoked a discussion as 
to the advisability of letting the for- 
eign ‘dealer select his own advertising 
media. The majority opinion inclined 
to the belief that the local foreign 
dealer is as a rule the best judge of 
which paper would have greatest pull- 
ing power in his community. A minor 
ity held the view, however, that a lo 
cal foreign representative might have 
an axe to grind or might be over- 
charged in rates. 

The advertising men were of the 
opinion that when business is dull it is 
the time to advertise heavily. Hov- 
ever, they find it impossible to convince 
the men who control the money of the 
wisdom of such a policy when times 
are poor. 

The tendency of automobile adver- 
tisers was shown to be more and more 
to co-operate with the local dealer in 
newspaper advertising—the 50-50 basis 
of payment being the general practice 
that has proven most satisfactory. 
Efforts are always made to get the best 
rate possible from the newspapers and 
on this point most advertisers have beet 
found to be co-operating. Some weft 
reported, however, as not  propefly 
looking after advertisers’ interest if 
this respect. 

The outlook was not toward very 


much increased advertising in the nea 
future. 





Hal Fink World Advertising Head 


Hal Fink, who has held executive 
positions in the advertising departments 
of New York newspapers for severdl 
years, was this week given a four-yéat 
coritract as advertising manager of fhe 
New York World, succeeding the late 
George H. Larke. 
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TRAVELING SALESMEN’S O. K. IS FINAL 
MARK OF PROMOTION MERIT 





Job Has Not Been Completed Until Business Visitors To Local 
Dealers Become Friends of Your Newspaper—Only Few 
Advertising Managers Have Learned Their Value 





By T. M. DARLINGTON 


HEN considered from all angles 
there is probably no single influence 
more valuable to newspapers than the 
good will and active support of the trav- 
ding salesmen. To these I would add 
the state and district managers, many 


,of whom have full authority to desig- 


nate the advertising mediums that will 
be used. 

A newspaper can be said to have “ar- 
rived” in promoting its trade extension 
work when it has progressed to the 
point where it can claim the friendship 
and active support of the traveling 
salesmen making the territory and 
know that they are not letting an op- 
portunity pass to put in a request for 
newspaper advertising. 

This thing of winning over the trav- 
fling salesmen to the cause of news- 
paper advertising is the largest and 
most far reaching accomplishment the 
newspapers have to their credit in all 
the big things they have done to pro- 
mote newspaper advertising. While it 
is true that comparatively few news- 
papers have really gotten their papers 
over with the traveling salesmen, many 
are headed in the right direction and 
will “arrive” sooner or later. 


‘ 


SALESMEN Must BE SHOWN 


Anyone who has given the subject any 
thought knows that traveling salesmen 
think for themselves and act independ- 
ently. They have to be “shown” and 
they are not easily fooled. A newspaper 
to be influential with traveling salesmen 
must possess “dealer influence” to a 
marked degree. Dealer influence carries 
wih it “reader influence” and, since 
traveling salesmen go from town to 
town and from store to store, they 
soon learn to value the newspapers by 
the class of dealers who read them. 
But this is only half the story. The 
fact that many dealers read a certain 
paper does not mean that the salesman 
s going to become an advocate of news- 
japer advertising. The average sales- 
man has been content with the maga- 
tne advertising his “house” does and 
te has been able, in most territories, to 
lad dealers to believe that advertise- 
ments in magazines reaching several 
nillion people would actually be of 
marked assistance in introducing goods 
‘0 the people who trade at the average 
‘ounty-seat store. 

Now comes the wise newspaper ad- 
wrtising manager with his new-fangled 
wtion that retail dealers can be edu- 
ated to a clear understanding of the 
value to them of standard, trade marked 
soods advertised in large daily news- 
pers reaching their trade. 


MaGazinE VALUE OVERESTIMATED 


The influence of magazine advertising 
4 undoubtedly been overestimated to 
ikalers, Newspapers therefore are cer- 
’nly justified in playing up their large 
‘teulations, concentrated in a limited 
tade territory, reaching in large num- 
‘ts daily, the people who trade at the 
‘ores as opposed to magazine advertis- 
"§ reaching only a limited number. A 
tod newspaper will show several hun- 
ited Papers delivered daily within the 
lading radius of every good town in 
trade territory and thousands of 
taders in its home city. Daily news- 





paper circulations are still on the in- 
crease, It is a newspaper reading age. 

It is only a matter of doing the neces- 
sary educational work on the dealers to 
have them demanding of traveling sales- 
men that the goods be advertised in lo- 
cal newspapers or in the nearest big 
city newspaper, if the dealer is located 
in a small town. The dealer’s favorite 
newsp2per will be put forward by him 
and when a newspaper can bring about 
a favorable situation where a_ large 
number of retail dealers are making it 
their business to advise salesmen to ad- 
vertise their products in newspapers 
and work up a real consumer demand 
so that the goods may be handled with 
assured turnover and profit, then it is 
that the factory begins to hear from its 
traveling salesmen, either direct or 
through the state and district managers, 
suggesting that the factory would sell 
more goods by placing all or a part of 
the advertising in daily newspapers and 
thus satisfy dealer’s logical demands. 

A dozen or so newspaper publishers 
have found that the direct route to the 
national advertiser is through the local 
dealer. Once the dealer is sold on the 
big, concentrated, circulation delivered 
daily by the newspaper he will usually 
make it his business to demand of sales- 
men just when, and in what mediums 
the advertising is to appear. If local 
newspapers are not to be used the dealer 
will freeze up and refuse to buy. 
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Farseeing publishers have seen to 
this, They have done and continue to 


do expensive dealer educational work, 
and it pays big dividends when intel- 
ligently and consistently done. 

The newspaper which builds up a loyal 
following among dealers, increases its 
»restige with brokers and wholesalers 
as well. It is a well known fact to the 
initiated that jobbers and brokers are 
influenced through the dealers, just as 
manufacturers are influenced through 
dealers. 

How- to do dealer educational work 
effectively will be briefly outlined at an- 
other time. 


SUNDAY EDITION IN FT. WAYNE 


News and Sentinel Paper Starts May 22 
—No Subscription Price Raise 


The Fort Wayne News & Sentinel 
will launch a Sunday morning editior 
May 22, in conjunction with its six- 
evenings a week paper, with no increase 
in subscription prices. It will include 
a rotogravure section, colored comics, 
and tabloid magazine. 

The Sunday edition will be from 32 
tc 40 pages and will have a street sale 
price of five cents. There will be six 
pages of comics, four pages of roto- 
gravure and sixteen-page tabloid maga- 
zine section. United Press wire service 
will be used. Advertising rates will be 
the same for both evening and Sunday 
editions. No new equipment will be 
purchased at present. 


Morning Paper For Ogden 


Plans are under way for the publica- 
tion of a morning newspaper in Ogden, 
Utah. It is stated that a number of 
business men are backing the movement 
and have already signed contracts for 
advertising. Ogden has only one news- 
paper now—the Standard-Examiner. 


APRIL LOSS IN LINEAGE WAS SEVEN PER CENT 
IN GREATER NEW YORK DAILIES 





PRIL advertising in Greater New 

York newspapers came within 7 per 
cent of equalling the high total of April, 
1920, according to the New York Even- 
ing Post Statistical Department. The 
total for the 17 New York and Brook- 
lyn papers was 13,138,166 lines for 1921 








against 14,183,448 lines in 1920, Gains 
were made by the Herald, Evening 
Journal, Evening Post and Sun, the re- 
ports on all newspapers indicate. The 
tabulated figures compared for the 
month in 1921 and 1920 and from 1921 
by years to 1915, follow: 











Pages Percentage of 

1921 1920 total space 1921 1920 Gain Loss 
956 828 American ........ 6.5 859,76 SONS Sivas 44,074 
1,926 958 Broklyn Eagle .... 9.0 1,177,088 Leeneee, ~cocade 88,068 
394 368 Brooklyn Times... 2.1 269,762 See. ae baet 43,870 
389 372 *Commercial ....... 2.0 261,548 See: — i kaeee 50,304 
722 572 *Evening Journal... 7.1 936,928 815,868 IZA QGO ll cenwsae 
466 444 *Evening Mail...... 4.1 541,688 See. ‘+ wasbes 46,308 
596 534 *Evening Post...... 3.9 518,050 484,868 Sean oehkages 
574 516 *Evening Sun.....”. 5.5 725,396 711,200 34,000 =. caida 
68 622 Evening Telegram. 5.0 649,752 Tee tae 123,038 
634 614 *Evening coe, 831.042 88,252 49,210 
476 i, ee - 4.3 568,130 651,030 82,900 
932 842 Herald oo an 1,065,668 ineeee”=6—lt( (tC re Oe 
572 ... “News (Tabloid)... 1.6 ee.) aaa). eagle 2’: oes 
594 662 Standard-Union. .. 4.1 533,342 Taare a fede 248,932 
eee Ti ccd ota ccuas 14.7 1,923,902 Zee —ti(i‘ Te beee 222,128 
888 856 VUE 6656 wens es 6.6 861,466 es. °° weusen 4,346 
Oe” 3:40 "NEN Arete srosine se 9.1 1,199,486 eee” asten 441,358 
12,128 11,140 aie a ees vewees 19,196,166 146165006" 0.5: 1,045,282 
* No Sunday Edition. Net Loss 

COMPARATIVE TOTALS, APRIL, 1921-1915 

1921 1920 1919 1918 1917 1916 1915 
American ...... 859,706 903,780 869,829 885,774 888,635 930,024 738,600 
Broklyn Eagle.. 1,177,088 1,265,156 1,011,115 800,905 854,508 891,340 778,101 
Brooklyn Times. 269,762 313,632 , Tiancnx. . Seouie Roa aaced Woetieka:0 
Commercial 261,548 311,852 214,872 189,445 64698 (Riscas Fant 
Evening Journal. 936,928 815,868 922,544 702,779 660,096 662,688 712,890 
Evening Mail ... 541,688 587,996 374,222 454,450 419,977 411,898 417,492 
Evening Post ... 518,050 484,868 378,492 396,524 328,272 327,683 283,271 
Evening Sun ... 725,396 711,220 713,083 542,051 506.723 527,396 467,483 
Evening Telegram 649,752 772,790 830,702 744,583 671,090 583,086 660,553 
Evening World.. 831,042 880,252 753,866 445,613 476.062 461,583 577,446 
See 568,130 651,030 774,552 472,145 481,842 535,815 469,620 
PN oh 450:' 1,065,668 1,050,044 702,980 625,098 743,252 737,429 701,923 
News (Tabloid)... 215,212 Wisi ahs eas Wogene 4 ery Vix mine Weed 
Standard-Union. 533,342 782,274 611,324 518,101 499,424 593,598 526,457 
BN so wanes aes ak. ae hee 506,478 367,782 4°7,971 348 854 295,013 
WE sdvsccice 1,823,902 2,146,030 1,499,585 1,212,302 1,175,021 1,112,219 817,559 
Tribune ........ 861,466 865,812 665,124 393,343 436,761 399,817 258,724 
WOH cFicecss 1,199,486 1,640,844 1,471,840 1,310,480 1,275,136 1,214,091 881,516 
OIE 4 od svas 13,138,166 14,183,448 12,300,608 10,061,345 9,966,889 9,647,431 8,586,628 


+ Figures not recorded. 


t Sun and Herald combined into Sun-Herald Feb. 1, 1920; name changed to Herald Oct. 
20. 
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FORREST GOES TO PARIS 
FOR N. Y. TRIBUNE 


Has Two-Year Contract as Manager in 
France, Following Long Service 
With Armies and in Mexico 
and Hayti 


Wilbur Forrest, for the past three 
years foreign correspondent and feature 
writer on the New York Tribune, 
sailed May 14 
for Paris to take 
charge of the 
Tribune’s bureau 
in that city. This 
assignment, on a 
two-year con- 
tract, puts in 
Paris for ‘the 
Tribune a_ for- 
mer American 
Ww ar correspon- 
dent and a man 
who has scored 
perhaps more 
unusual beats 
than any other newspaper man of his 
age, 34. 

Mr. Forrest was born in Peoria, quit 
college to go to work on the Peoria 
Journal in 1910. The following year he 
went with the United Press, with which 
he was associated for seven years in 
the Chicago office as manager for the, 
northwest with headquarters in Mil-' 
waukee, and in Washington, where he 
covered the White House during the 
change from Taft to Wilson, and finally 
moved on to London as assistant gen- 
eral European manager under Ed L. 
Keen. 

Forrest’s two biggest stories in the 
two years he was in London were the 
sinking of the Lusitania and the Dublin 
revolution. He got what was probably 
the first tip of the sinking of the Lusi- 
tania,-and riding on government safe 
conducts and passes, he made his way’ 
through Wales and. across to Queens- 
town several hours ahead of any other 
American newspaper correspondent. 





WILBUR Forrest 


ALways IN “Tuick” OF It 


In the Irish rebellion, Forrest landed 
from a. British destroyer in the Liffey 
River during the fighting. He went to 
France in 1917, covered the battle of 
the Somme, recrossed to England to 
visit the British battle squadron in the 
Firth of Forth after the battle of the 
Dogger Bank, returned to Paris and 
became manager for France. He was 
soon accredited to the French and later 
to the American armies. He left the 
United Press in March, 1918, to join 
the staff of the Tribune, continuing to 
serve throughout the war. He was in 
Belgium, at St. Mihiel, in Picardy, at 
the Marne, in the Argonne and in Lor- 
raine. 

When the German armies on July 15, 
1918, struck their last great blow from 
Picardy to the Argonne, Forrest cabled 
that the offensive east of Rheims was 
a feint, that. the principal blow would 
develop between Soissons and _ the 
Marne and that the Allies had made 
preparations for such a development, 
improbable as it then seemed, On July 
17 Forrest’s predictions were fulfilled. 
That night at 9 p. m:. he cabled fifteen 
words by the most expensive and fastest 
route. Under existing censorship regu- 
lations he could not tell what he knew 
—that the first Allied counterblow was 
to fall at dawn the next day. But his 
fifteen words were correctly interpreted 
on the Tribune’s front page the next 
morning, and the Tribune had the first 
intimation in America that Foch’s ham- 
mer was about to fall. 

Forrest had seen Pershing land ir 

(Continued on page 37) 
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JAPAN INVITES VISITS 
OF U. S. EDITORS 


Toshita Takagi of Osaka and Tokyo 
Newspapers Ends Stay After Buying 
Gravure Presses for 
Use in Osaka 








Toshita Takagi, managing director 
and editor of the Osaka Mainichi, one 
of the most influential newspapers in 
Japan, who has been spending several 
weeks in this country observing West- 
ern journalism 
and investigating 
newspaper 
presses, will re- 
turn to Japan in 
a few days. He 
is accompa nied 
by several mem- 
bers of the edi- 
torial and busi- 
ness staffs of his 
newspaper, 
among whom are 
Mr. Hirakawa, 
one of the for- 
eign editors and 
Mr. Ikeda, assistant circulation manager. 
Mr. Takagi, who has become enthusiastic 
over American journalism, gave the 
following interview at his New York 
office to Eprror & PusLisHER a few days 
ago. 

“We have been much impressed by 
the progress of American journalism as 
a purveyor and interpreter of the news, 
as well as a business enterprise,” he 
said. “American newspapers are very 
alert and the newspapers of Japan al- 
ways studying American journalism for 
the purpose of adopting the best of your 
features and methods. 

“In Japan, newsgathering is not very 
different from the American way. Our 





Tosnita TAKAGI 





Editor 


paper employs more than a_ hundred 
editors and reporters and sends a about 
a dozen staff correspondents, who are 
now staying in leading cities of the 
United States, Europe and China, be- 
sides about the same number of special 
correspondents, 

“Our way of printing, however, is 
rather in the stage of infancy. At pres- 
ent, we have to employ more type-setters 
than you, because of our syllabary sys- 
tem of writing. We couldn’t use lino- 
types, and our paper had 300 composi- 
tors. But some kind of monotype has 
just been invented which can be applied 
to Japanese letters. If this proves suc- 
cessful, we will have a revolution in 
newspaper printing. 

“We publish two papers, the Osaka 
Mainichi in Osaka, and the Tokyo 
Nichinichi. Our Osaka paper publishes 
both morning and evening papers. But 
difference btween American and Japa- 
nese morning and evening papers is very 
great. In Japan, it is necessary for 
everybody to take a morning and even- 
ing paper, because these two make one 
complete set of editions and neither re- 
prints any news from the other. 


about the same in 
Japan as in America. The Mainichi’s 
combined circulation for morning and 
evening editions is between 600,000 and 
700,000; and the Nichinichi has a cir- 
culation of 340,000. 

“Illustrated journalism is yet in its 
infancy in Japan, but we are making 
preparations to go ahead. Our paper 
has begun to purchase’ rotogravure 
printing presses, to print a photogravure 
section for our Sunday paper, such as 
so many American papers have. An 
American gravure engineer is coming to 
our plant to teach us. We expect to 
begin publication about July, which will 
mark the first production of newspaper 
photogravure in Japan. 


“Circulation are 


& Publisher 
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“Our paper sends about half a dozen 
members of its staff to America and 
Europe every year for the purpose of 
familiarizing them with the conditions 
and customs abroad. I think it would 
be a good idea for American newspapers 
to send representatives to the Orient on 
periodic visits, so that you in the United 
States can get into closer relationship 
with us, and help in furthering better 
understanding between us. 

“One of the missions of journalism is 
to banish prejudice and spread enlight- 
ment. American newspapers can do 
much good work in sympathetically 
studying the problems of the Orient, and 
presenting these problems to their read- 
ers in a way that will not create antag- 
onisms. From what I have seen of 
American newspapers, I rank their sense 
of responsibility high. Therefore, I 
would like to invite all possible publicity 
for Japanese affairs at the hands of 
American journalisists. The more jour- 
nalists you send to us, the quicker will 
you come to know us, and understand 
our difficulties and our problems in life.” 


Bryan Eagle Pays 10 P. C. Dividend 


The board of directors of the Bryan 
(Tex.) Daily Eagle Printing Company, 
has elected officers as follows: Lee J. 
Rountree, president; ©O. Boatwright, 
vice-president; P. A. Tardy and C. M. 
Cole, assistant secretary. The board 
also elected Lee J. Rountree as manag- 
ing editor of the Daily Eagle. A divi- 
dend of 10 per cent was declared. 


Charter for Oklahoma Publishers 


The Allen (Okla.) Publishing Com- 
pany has been organized and a charter 
has been filed at Oklahoma City. The 
company is capitalized at $6000 and the 
incorporators are: W. W. Gaines, Hugh 
A. Stokes and D. G. Johnson. 


JUBILEE OF NORWALK HOUR 


Don Seitz Chief Speaker at Dinner 
Ending 50-Year Celebration 


(Special to Evitor & PuBLISHER) 


Norwatk, Conn., May 17.—The gold- 
en jubilee of the Norwalk Hour, which 
was observed on Friday, May 6, by the 
issuing of a golden anniversary edition, 
containing, besides the life story of the 
paper, reminiscenses from former news- 
boys, printers, news-writers and editors, 
past and present, who have played lead- 
ing roles in creating the Hour, was 
rounded out this evening with an an- 
niversary dinner at the Royal James 


Hotel. 
Arthur C. Wheeler, president of the 
Hour Publishing Company, acted as 


toastmaster, and the principal address 
of the evening was by Don C. Seitz, 
business manager of the New York 
World. Ten-minute speeches of a felj- 
citous nature were made by prominent 
newspapermen of the state. 

Upward of 175 guests, including not 
only Hour men of the past and present, 
but representative business and _profes- 
sional men of the city were present, 

The leading spirit of the anniversary 
edition and the anniversary dinner were, 


besides President Wheeler, Business 
Manager and Publisher Edward J. 
Thomas, Managing Editor Victor W. 


Ferris, Mechanical Superintendent Wil- 
liam J. Brown, Associate Editor Wel- 
lington A. Tolles, and Richard H. Fiteh, 
special writer. 


Barred from Canada 


Toronto, Ont., May 18.—The Cana- 
dian Customs Department has an- 
nounced a ban on the Police Gazette, 
published in New York. The Post 
Office Department has refused to carry 
it for some time. 





NEW HOME IS TESTIMONY TO SUCCESS OF PEORIA EXPERIMENT IN BOARD MANAGEMENT 
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XNHE “Peoria Experiment” which has 

been in effect in the office of the 
Peoria Evening Star for a little more 
than a year, has just demonstrated its 
success by throwing open to the public 
a magnificent new home, said to be one 
of the finest and most complete of its 
the United States. 

This building which differs somewhat 
from the average newspaper office has 
all its executive offices and all working 
departments on one floor and in plain 
sight of the spectator the minute one 
enters the door. [his room is 109 feet 
long by 50 wide, with thousands of feet 
of window space and an 18 foot ceiling. 
All wood work in the building is walnut 
and all furniture is mahogany. Two 
rows of ornate 18 foot columns sur- 
mounted by ornate caps, give a particu- 
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larly imposing and beautiful appearance. 

The “experiment” referred to above 
is the fact that for more “than a year 
now the paper has been conducted by a 
beard of ‘managers, something hitherto 
considered impracticable in newspaper 
circles. On the death of Harry M. 
Powell, who had been manager since 
the death of the founder of the paper 
in 1914, the owner of the paper, Mrs. 
Fannie G. Baldwin, called a meeting of 
some of the older employees and 
formed a board consisting of five per- 
sons; Clarence Eyster, circulation man- 
who chosen as chairman; 
S. A. Oakley, editor; Louis Proehl, ad- 
vertising manager, and .Roy Newton, 
manager of collections and Miss May 
B. Finney, treasurer. The management 
was turned over to this board. 


ager, was 
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The board financed and built the 
handsome new structure which now 


houses it,. passed through a protracted 
contest with some of the leading ad- 
vertisers of Peoria, who for some three 
months withheld their patronage, in- 
stalled new equipment far beyond the 
average office of its size and emerged 
triumphant from the ordeal. 
The new building, which 
somewhat from recognized 
for newspaper offices, carries out the 
ideas of the management to make the 
heads of departments and all responsi- 
ble employees as easily accessible to the 
public as possible All the executive 
and working departments, as 
above stated, are on one floor. The edi- 
tor’s office is just inside the main en- 
trance to the left. Next comes the city 


departs 
standards 


offices 








rT > 
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editor and reportorial departments, next 
the advertising, next a consultation 
room for board meetings and_ private 
conferences, next a rest room for em 
ployees. 

On the right is the circulation, coutt- 
ing and financial departments. The 
press room is located in the rear of the 
building with a 20 foot ceiling, Imme 
diately above it is the mailing room and 
back of that on the street level is the 
loading room for the trucks, which ' 
enclosed and also serves as a gafagt 
The composing room is one of the most 
complete in every respect The build 
ing is equipped with a pneumatic tube 
system and a 40 line telephone system 

The Star was founded in 1897 by Bt 
gene F. Baldwin and the late Charles 
H. Powell. 
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LET’S GO—STEP ON THE GAS, KEYNOTE 
OF A. A. C. W. CONVENTION 





President Rowe Stewart Says Meeting Will Endeavor to Answer 
Demand of Day That Advertising Be Studied Up As 
Never Before—Complete Program 





66PT will be a convention of advertis- 

ing men and women—of. Associa- 
tion men and women—who are concerned 
with current business problems and in- 
terested in the opportunities of the As- 
sociated Advertising Clubs to help in 
their solution.” 

That, in brief, is President Rowe 
Stewart’s answer to the question, “How 
about the A. A. C. W. Convention this 
year—what is it going to be like?” 

“A convention to me is a get-together 
of advertising men, who meet for two 
distinct purposes,” says Mr. Stewart. 
They are after ideas that will help them 
in business, and they are intersted in 
movements to promote the business in 
which they are engaged. The: program 
for the 1921 Convention will, I believe, 
meet both requirements. 


THEME: OF PROGRAM 
“‘Let’s Go’ and ‘Step on the Gas’ in- 


dicate the atmosphere of this year’s 
sessions. They embody an idea—to get 
business moving—going again. We 


have built the program on the theory 
that the subject is the big thing and we 
want to start every man and woman who 
will be at Atlanta to thinking now 
about the convention theme—Just what 
do we need to start business going 
again. and how can that need be met? 

“The general sessions will handle the 
problem in a big, broad way. The de- 
partmentals will weave it in great detail 
all through ‘their programs. Then 
again, we are going to talk a lot at At- 
lanta about getting back to the old- 
fashioned honesty that leads business 
men to recognize their responsibilities 
and respect their obligations. The busi- 
ness world needs a reaffirmation of 
Faith, and advertising, the greatest edu- 
cational force of modern times, here 
finds its opportunity, 

“T referred to the interest of those 
attending the convention in movements 
that promote advertising. The Asso- 
ciated Advertising Club movement is 
the center of such an interest. It is, 
in fact, Organized Advertising, for the 
study of advertising, the promotion of 
advertising, the protection of adver- 
tising. 


Stepy As NeveR BEForE 
“Today’s problems and responsibilities 

demand that advertising be studied as 

never before.. The same problems and 


responsibilities call for its greater pro- 


‘motion. And, with the keen competi- 
tion that comes when merchandise is 
moving slowly, when goods must be 


sold rather than orders taken, there is 
the increasing tendency to step over the 
line—to misrepresent—to abuse reader 
confidence, on which successful adver- 
tising depends, and the solution of this 
problem, as you know, belongs to the 
Associated Advertising Clubs. 

“Finally, Atlanta has prepared a splen- 
did*welcome. The entertainment will 
live up to the reputation of the South 
for hospitality.” 

All general sessions, with the excep- 
tion of the inspirational meeting on 
Sunday afternoon and the exhibit meet- 
ing on Tuesday evening, will be held in 
Wesleyan Memorial Church. The in- 
Spirational meeting and the evening 
exhibit meeting will be held at the Audi- 
torium. 

Milwaukee is hot after the 
vention. 


1922 Con- 


The complete program for the inspira- 
tional meeting, general sessions and de- 
partments follows: 


| GENERAL SESSIONS | 


Sunday, June Twelfth 


Inspirational Meeting, at Atlanta Auditorium, 
xilmer and Cortland. 

Organ Recital, 3:00 to 3:30. 

Chairman, Samuel C. Dobbs. 

Invocation—Rev. Henry Alfred Porter, Chap- 
lain, Advertising Club of Atlanta. 

Welcome to the South—Hon. Hugh Dorsey, 
Governor of Georgia. 

Welcome to Atlanta—Hon. L. Key, 

President of Asso- 


Mayor of Atlanta. 
Response—Rowe_ Stewart, 
Advertising Clubs of the World. 
Address—‘“‘Business Morality, the Cornerstone 





James 


ciated 


of the New Prosperity,” Hon. Henry 
Allen, Governor of Kansas. 

Monday, June Thirteenth 

General Session, at Wesleyan Memorial 


Church, Auburn and Ivy. 

Opening precisely at 9: 30. Admission by 
badge on ‘ Doors open for admission or de- 
parture one between addresses. 

Music—9:30 to 10:00. 

Session Subject: ‘“Let’s Go.” 

Chairman—Rowe Stewart, President, Associated 
Advertising Clubs of the World, 

“Getting at the World Markets to Build Home 
Trade,” Hon. Walter E. Edge, Senator from 
New Jersey. 

“Keeping the Home Market Humming.” 

(Speaker to be announced.) 

“Figuratively Speaking—America’s Future,” 
Archer Wall Donde. Vice-President, Sim- 
mons Hardware Co., St. Louis. 

“The Spirit of the Convention,’ Herbert S. 
Houston, Vice-President, Doubleday Page & 
Co., New York. 


Monday Noon 


Luficheon Meeting of National Advertising 
Commission, Main Cafe, Hotel Ansley. 


Monday Afternoon 


Four conferences, for official delegates only, 
will be held in the Wesleyan Memorial Church, 
each to discuss one of the following Associated 
Advertising Clubs’ activities or problems: 


Educational and Club Contact. Work—Room 
No. 1. Chairman—Charles H. Mackintosh, 
Chairman, National Educational Committee. 

The Truth-in-Advertising Movement in Club 
Cities—Room No. 2. Chairman—Vice-Presi- 
dent T. W. LeQuatte. 

Shall the Association Select a Permanent 
Convention City?—Main Auditorium. Chair- 
man—Vice-President Frank E. Lowenstein. 

Changes in the Association Constitution and 
By-Laws—Room No. Chairman—Vice- 
President Charles J. Orbison. 


Monday Evening 
Entertainment at East Lake Country Club. 


Tuesday Morning, June 14th 
Department Sessions. 


Tuesday Afternoon 
Department Sessions. 

Presidents’ dinner, at 
Club. 

Official dinner to club presidents and* the 
executive committee given by Advertising Club 
of Atlanta. 

Invitations 
their representatives. 
session. 


6:30, Capital City 


confined to club 
Followed 


presidents or 
by business 


Tuesday Evening 


Adjvestiakons Exhibit Session, Atlanta Auditor- 
ium, Gilmer and Cortland. 

Opening precisely at_8:30. 

Chairman—Charles H. Mackintosh, Chairman, 
National Exhibit Committee. 


8:30—‘‘Making Salespeople Think in Advertis- 
ing Terms,’’ Arthur Freeman, General 
Director, Affiliated Retail Stores, New 
ork, 
9:45—An Old-Time “Uncle Remus” Entertain- 
ment. Followed by dancing. 


Wednesday, June 15th. 


Interdepartment Session, 
Gilmer and Cortland. 
Opening precisely at 9:30. Doors open for 

admission and departure only between ad- 

dresses. 

Chairman—W. Frank McClure, Chairman, Na- 
tional Advertising Commission. 
This program will consist of 

dresses from the Department 

Tuesday, in addition to the 

talks: 

“The Permanent 
(Speaker to be announced.) 

“The Use of Color in Advertising,’? Harry R. 
Wellman, Professor of Marketing, Amos 
Tuck School of Administration and Finance, 
Dartmouth College. 


Atlanta Auditorium, 


selected ad- 
meetings on 
following four 


American Merchant Marine,” 


“Copy.” (Speaker to be announced.) 
“An Analysis of Marketing Costs,” Harry 
Tipper, Automotive Industries, New York. 


Note: Each department, at the close of its 
sessions on Tuesday, will select the best ad- 
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dress on its program, and send notification of 


this selection to the National Advertising Com- 
mittee, at Registration Headquarters, Piedmont 
Hotel, before 6:30 Tuesday a To make 
room for the four addresses scheduled above, 
several Departments have waived their right to 
select a speaker for this Interdepartment 
Program. 


Wednesday Noon 


Luncheon Meeting of Nominating Committee, 
12:30, Pine Room, Hotel Ansley. 


Wednesday Afternoon 


Interdepartment Session continued. Reconven- 
ing at 2:30 


Wednesday Evening 


Barbecue at Lakewood, 
County Commissioners. 


Thursday Morning, June 16th 


General Session, Wesleyan Memorial Church, 
Auburn and Ivy. 


Opening precisely at 9:30. Admission by 
badge only. Doors open for admission or de- 
parture only between addresses. 

Session Subject: “How It Works.” 
Chairman—Rowe Stewart, President, Associated 
Advertising Clubs of the World 


“How We Can Envy Each Other,” Charles F. 
Higham, M.P., London, England. 


“Advertising Risinies.” —an analysis of the 
Better Business Bureau Activities—Richard 
H..Lee, New York. 


“Advertising—The Star Boarder,” 
Christine Frederick, New York. 


“The Little Red Schoolhouse Up to Date,” an 
outline of the Educational Committee’s fu- 
ture program—Charles Henry Mackintosh, of 
Chicago. 


“Times are Always Brighter, 
Always Progresses,” Dr. 
tell, of Philadelphia. 


Thursday Afternoon 


Business Session, Wesleyan Memoria! Church, 
Auburn and Ivy. 

Subject: “Steam Up for Another Year.” 

- a open at 1:45 P.M. Session Opens at 


Reports of officers. 

Reports of committees. 

Adoption of Resolutions. 

Confirmation of Choice of Convention City. 

Awarding of Zoran 

Election of Officers. 

“‘Farewell—and Come Again,” Hon. John M. 
Slaton, of Atlanta. 

Adjournment until 1922. 


given by Fulton 


Mrs. 


Advertising 
dward James Cat- 


NEWSPAPER DEPARTMENT 





Anstey Hote. 


Chairman: Charles Miller, President, National 
Assn. of Newspaper Executives. 


Roor GARDEN, 


Monpay AFTERNOON, June 13th: 


Noon to 4:00—Registration. 
4:00 to 6:00—Executive Session. 
Joint meeting with Newspaper Advertising 
Managers’ Association. 
Discussion—“What is Local and What is 
Foreign Advertising.” 
Turspay Morninc—9:30. 


Joint. meeting with American Association of 
Advertising Agencies. 


Tuespay AFTERNOON—2:30. 

Joint meeting with Agency Representatives 
not members of American Association o 
Advertising Agencies. 

Wepnespay Morninc—9:30. 

Joint meeting with Association of National 
Advertisers. 

WepneEspay AFTERNOON—2:30. 

Unfinished Business. 





AMERICAN ASSOCIATION OF 
ADVERTISING AGENCIES 





Boys’ Hicgu Scuoor, Room 13 
Charles W. Hoyt, presiding. Daniel A. Rue- 
bel, chairman program committee. 


TuEsDAY Morninc: 


9:30—Meeting called to order by 
. Hoyt. 
“Origin and Developement of the Ad- 
ae Agency 
A-——History 
B- ~Scope of Service 
C—Basis of Service 
D—Advantages to Advertiser and 
ublisher.” 
St. Elmo Massengale, President, Massengale 
Advertising Agency, Atlanta, Ga. 
10:10-—~“How the Advertising Agency Func- 
tions. 

A—Presentation of a typical Ad- 
vertising Account as Handled 
by the Various Departments.” 

Charles W. Hoyt, President, Hoyt’s Service, 
Inc., New York, wd 
10:40—“How the Advertising Agency has 

Stabilized Business. 

A—In Developing Small 
into Big Business. 

B—In Preparing Business Against 
the Shock of Depression. 

C—In Developing New Fields of 
Advertising.” 

Norman Lewis. Account Executive, Chap- 
pelow Advertising Co., St. Louis, Mo. 
11:10—*‘What Advertising Agency "Research 

Means to the Advertiser.” 

Joseph <A. Richards, President, 
Richards Co., New York, a We 


Charles 
9:40— 


Business 


Joseph 


15 


11:30—“The Attitude of the British Bus- 
iness Man Toward the Advertising 
Agency.’ 
Chas. F. Higham, C. F. Higham, Ltd., Lon- 
don, England. 
11:50—“tHow the American Association of 
Advertising Agencies is Serving the 
Advertiser. 
A—Standardization of Advertising 
Agency Service. 


B—Standardization of Advertising 
Agency Practices. 
’ C—Recognition of New Adver- 


tising Agencies.’ 
James O’Shaughnessy, Executive Secretary, 
American Association of Advertising Agen- 
cies, New York. 
12:10—‘“Responsibility of the, Advertising 
Agency in Aiding Vigilance Work. 
H. J. Kenner, Executive Secretary, National 
Vigilance Committee. Associated Adver- 
tising Clubs of the World, 


Tuespay AFTERNOON: 


2:30—Meeting called to order. 
2:40—“How Should a Manufacturer Select 
his Advertising Agency?” 
W. T. Mullally, President, Wn. T. Mullally, 
Inc., New ‘ork, a” ie . 
3:10—‘‘Relationship Between the Advertis- 
on Spenne and the Advertising Man- 


Geo. Ww "Weslden 
a a Graphophone 


General Sales Manager, 
Co., New York, 


3 10-—“itquslising Local and National News- 

paper Rates.” 

Collin Armstrong, chairman of board, Wm. 
T. Mullally, Inc., New York, N. Y. 

4:00—“‘How the Advertising Agency is 

Meeting the New Conditions from a 
Copy Standpoint.” 

Roy S. Durstine, Vice President, 
Durstine & Osborn, New York, 

3:30—“A Review of the International Ad- 

vertising Exhibit in London.’ 

Chas. F. Higham, C. F. Higham, Ltd., Lon- 
don, England. 

4:50—‘“What Government Advertising as 

Handled by the Advertising Agencies 
Corporation Means to the Manufac- 
turer.’ 

James O’Shaughnessy, Executive Secretary, 
American Association of Advertising 
Agencies, New York, N. Y. 

5:10—General Discussion. 


Barton, 
Y. 


ADVERTISING WOMEN 


PuonoGraPH Concert Hatt, PEACHTREE AND 


Et.is 
Tuespay AFTERNOON. 


2:30—Greetings from various clubs repre- 
sented. 

2:45—“Advertising’s Future.” Reuben H. 
Donnelley, Former President Asso- 
ciated Advertising Clubs of the World. 

3: 05—“Interviewing One Thousand People a 


Year.” Mrs. Grane Oakley, Publicity 
$faneger, Hotel Pennsylvania, New 
ork. 


3:25—“‘Woman as Director of the Policy of 
the Advertising Department o a 
Big Newspaper,” Mrs. Mary D. 


Fischer. 
‘The Taylor System of Color Har- 
mony,” Mrs. Hazel H. Adler, New 


Yor 

4: 1s—“How American Dyestuffs are Adver- 
tised and Marketed to the Mill 
Trades,” Miss Minna Hall Simmons, 
Minna Hall Simmons Service, New 


3:50: 


4: :45—Election of Chairman, Women’s Con- 
ference for 1922. Election of Woman 
Member of Executive Committee. 





FINANCIAL ADVERTISERS 





Capita City Crus Battroom 


Monpay AFTERNOON, 2:30. 

President's hina’ Address: Lloyd H. 
Mattson, Corn Exchange National” Bank, 
Omaha, Nebraska. 

“Financial Advertising From the Reader’s 
Angle.” Herbert S. Houston, World’s 


k. 
“The § Salable Bank.” 
Merchants National Bank, Richmond 
“Selling Trust Department Service.” L. 
Mershon, Secretary, Committee on Pub- 
licity, Trust Company Division, A. B. A, 
“The Financial Publishers’ Association.” 
Haynes McFadden, Editor, Southern 
Banker, Atlanta, Ga. 


Thomas B. Meddeus 


Tuespay Morninec, 9:30. 


“Popularizing Bonds.” 
sey, Stuart and Company, 


A. E. Bryson, Hal- 
Chicago, Ill. 


“The Daily Paper—Its Use a *Bank.” 
G. Prather Knapp, Mississippi Valley 
Trust Co., St. Louis, Mo. 

“The Bank House Organ.” W. Frank Mc- 


Clure, Fort Dearborn National Bank, Chi- 


cago, 
“Financial Advertising from the County 
Seat.”” J. A. Abernathy, First National 


Bank, Fordyce, Ark. 


Tuespay AFTERNOON, 2:30. 


“Increasing the Per Capita Savings Bal- 
ance.”” Miss Minnie A. Buzbee, American 
Bank of Commerce and Trust Company, 
Little Rock, Ark. 

“The Peoples Insured Savings Plan.” John 
A. Price, Advertising Manager, Peoples 
Savings and Trust Co., Pittsburgh, Pa., 
and Bank of Pittsburgh. N. A. 

“My Best Advertisement.” 

a. Why I Wrote It— 
b. How I Published It— 
c. What It Accomplished. 


(Continued on next page) 
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By—A. G. Flather, American 
Trust Co., Washington, D. C. 
Mercantile Trust Co., St. Louis, 
Jessamine G. Hoagland, National 
Chicago, Ill. E. H. Kittredge, 
Trust Co., Boston, Mass. M. 
Union & Planters Bank 
phis, Tenn. Miss Percy 
Bank and Trust Co., Winston-Salme, N. C. 
D. D. Bailey, First National Bank, Tulsa, 
Okla. Clem J. Steigmeyer, First and Hamil- 
ton Natl. Bank, Ft. Wayne, Ind. R. P. 
Hammond, Second Ward Securities Company, 
Milwaukee, Wis. F. C. Adams, National Bank 
of Kentucky, Louisville, Ky. Harry J. Plog- 
stedt, Union Savings Bank & Trust Co., Cin- 
cinnati, O. D. B! Harris, Hamilton National 
Bank, Chattanooga, Tenn. H. G. Hodapp, 
Wells and Dickey Co., Minneapolis, Minn, 


Security 
Gaty” Pallen, 
Mo. Miss 
City Bank, 
Old Colony 
F, O'Callaghan, 
& Trust Co., Mem- 
Garner, Wachovia 


PAN AMERICAN 


ADVERTISING 





Westeyan Memortat Cuvurcn, 
AUDITORIUM 

Presiding Officer: James Carson, President, 
Pan American Advertising Association. 

Recording Secretary: Arthur J. Lang, Sec- 

retary, Pan American Advertising Association. 

Tvuespay Morninc. 

9:30—President’s 


9:50— 


Main 


Address. 

‘Functions of the Agency in Foreign 
Advertising.”” Maurice Pereles, ‘Pres- 
ident of the Foreign Advertising and 
Service Bureau. 


10:20—Discussion. 


“What the Pan 
Association is 
Export 

Houston, 


10:30 American Advertising 
doing for Truth in 
Advertising.” Herbert S. 
Former President of the 
Associated Advertising Clubs of the 
World: Vice-President of Doubleday 
Page & Co., and Publisher of World’s 
Work. 


11:00—Discussion. 


11:10—“Honor in Business Relations Between 

North and South America.” Allen 

Walker, Manager, International Dept. 

Guaranty Trust Co., New York City. 

11:40—"Present Conditions of Advertising 
in South America.” A. B. Chivers, 
Formerly Business Manager, New 
York Globe, Member of the firm of 
S. S. Koppe & Co. 


12:20—Discussion. 


12:30—Adjournment for Luncheon. 


Tvespay AFTERNOON. 


2:30—*Stimulating Sales Through Consumer 
Advertising.” George C. Vedder, 
Manager Johnston Overseas Service; 
Author of “American Methods in For- 


g eign Trade.” 

3 :00—Discussion. 

3:10—‘“‘India as a Market for American 
Goods.”” Including an Analysis Show- 
ing What to Avoid in Planning a 
Campaign, Selection of Media, and 
Shortcuts to countrywide distribution, 
Harold Pereira, Advertising Manager, 
Skippers & Co., Ltd., Calcutta, India. 

3:40——Discussion. 

3:50—*“*Pan American Advertising from the 


Publisher's Viewpoint.”” L, F. Gor- 
don, Vice-President of the Export 
Publishers Association, Manager of 
Ingenieria Internacional. 
4:10—Discussion. 
4:30—Adjournment. 


CLUB SECRETARIES | 


HicH 


Parrott, president, 





Room 22 
Baltimore, pre- 


Boys’ 
Norman M. 


ScHOOL, 








siding; Elmer A. Guise, secretary, Tulsa, 
Okla. 
Tvespay Morninc. 

9:30—Registration of Attendance. 

9:40—"A Message From the National Asso- 
ciation. Rowe Stewart, Manager of 
the Philadelphia Record, President, 
Associated Advertising Clubs of the 
World. 

9:55 “Co-operation of Women’s and Men’s 
Clubs.’ ’ Miss Jane J. Martin, Adver- 
tising Manager, The Sperry & Hutch- 
inson Company, New York, Member 
of the National Executive Committee, 
Associated Advertising Clubs of the 
World. 

10:05—Questions and Discussion. 

10:15—“‘The Proposed Educational Program 
of the Associated Advertising Clubs of 
the World.” Charles Henry Mackin- 
tosh, LaSalle Extension iniversity, 

« Chicago, Chairman, International Ed- 
ucational and Exhibits Committees, 
a oe ae Oe 

10:25 Questions and Discussions. 

10:35—**Co-operation.”” Park S. Florea, Sec- 
" petary, Associated Advertising Clubs 
of the World. 

10:45—Questions and Discussion. 

10:55—(Subject) “Standing Pat.” Richard 
H. Lee,-New York, Counsel, National 


Vigilance Committee, A. A. C. of W. 
11:05—Questions and Discussion, 
11:15—“*How Clubs that have no organized 

Better Business Bureaus or Vigilance 

Committees can do volunteer work.’ 

Wm. P. Green, New York, Field Sec- 

retary, National Vigilance Committee, 

Associated Advertising Clubs of the 

World. 


Questions and Discussion, 


—Selection of the order in which sub- 
jects will be discussed at the after- 
noon session. 


13:25 


11:35 


& TueEspay 


Editor & Publisher 


AFTERNOON. 


0—Meeting called to order. The follow- 
ing subjects have been requested by 
Club Secretaries for discussion: 
MEMBERSHIP. 


(a) Should membership be limited to strictly 
Advertising men? 


>. 





(b) Should membership include allied in- 
terests? 
(c) Should membership be opened to all 
those interested in advertising? 
(d) Selling the Club to prospective members, 
(e) Best methods of securing the most de 
sirable members. 
({) How to maintain the interest of the old 
members. 
(g) How to handle resignations. 
How can Clubs be of definite value to the 
Advertising profession? 
The Advisability of getting away from so 
called brass tack talks. . 


Best method of securing speakers. 


The advantage of throwing meetings open to 
members, 


The Value of Membership Cards. 
Should programs be left entirely to the 
Committees? 

Should programs be strictly technical? 
Cius Recorps. 

(a) Membership rolls, etc. 

(b)_ Financial accounts and reports. 
PROGRAMS. 

(a) Value to Club members. 

(b) Mixed or strictly advertising subjects. 
Crus Notices. 


(a) Are they necessary; 

(b) How to make them increase attendance. 

How far slrould clubs co-operate with other 
organizations in community work? 


How can small town Clubs best serve their 
members in making them better advertis- 
ers, 

How to get members to work. 

The advantage of active and associate mem- 
bership. 

EpucaTIONAL Work. 


(a) Value to members. 
(b) Advertising Cla 
(c) Advertising Clas 
Stitutes, 
(d) Assisting those who 
vertising a career. 
CLiuB MANAGEMENT. 
(a) How to increase membership. 
1. Generaily. 





in Educational In- 





wish to make ad- 


2. In_a distinctly retail city. 
(b) Club Finances. 
(c) Advantages of Club-Rooms. 


(d) Uniform dates for election. 

(e) Uniform fiscal years. 

({) Should Secretaries be paid? 

(g) Qualifications of Secretaries. 

(1) The advantage of district meetings of 
the Club Secretaries. 

Uniform Club reports to National head- 
quarters to be circulated among Clubs. 
(k) Active co-operation in and with Vigi- 

lance Committees, 


MEETINGS. 


(a) Maintaining attention at meetings. 

(b) Record of attendance. 

(c) With or without meals. 

(d) Noon or Evening Meetings. 

(e) Does the price of a meal have a‘bearing 
on the attendance? 

(f{) The advantage of special Social or En- 
tertaining programs. 

(g) How to get the members out. 


(j) 





“CHURCH ADVERTISING 





Westeyan Memoriat Cuurcu, YounG MEn’s 
Room, No. 5 
Chairman: Rev. Christian F. Reisner, Presi- 
dent. 
Tvuespay Morninc, Openine 9:30. 

“Extending the Kingdom of God by Wire- 
less Telephone.’ Rev. Hubert Cowley- 
Carroll, Rector, Trinity Episcopal Church, 
Hamilton, Ohio. 

“Spiritual Church Advertising.” Philip 
Ritter, The Philip Ritter Co. (Advertis- 
me), as ee 

“How Local Ad Clubs Can Aid Church 
Advertising.” W. N. Bayless, Chief of 
Service, The Powers-House Co., Cleve- 


land. 
“Denominational 
Advertising.’ 
of Church 
Publicity, Presbyterian 


Assistance in Local Church 
Herbert H. Smith, Charge 
Advertising Department of 
Church, N. Y. 


“Advertising Churches in Philadelphia.” 
Rowe Stewart, Pres. A. A. C. ot W., 
Philadelphia. 

“United Effort in Church Advertising.” 


W. F. McClure, Publicity Fort 


Dearborn National 


Director, 
Bank, Chicago. 


“Methods Used in My Church.’ G. W. 
Hopkins, General Sales Manager, Colum- 
bia Graphophone Co., N. Y. 


“Using Printer’s Ink for the Church.” J. 





Clyde Oswald, President, Oswald Pub- 
lishing Co., New York. 
Tvespay AFTERNOON, OpENsS 2:30. 


“Poster Advertising as a Means of Evan- 
gelism.’ J. B. Spillman, President, The 
Religious Advertising Association, Colum- 
bia, S. C. 

“Mail Methods for 
Homer’ Buckley, 
Chicago: 

“Publicity in the Advance Movements of 
the Church.””. Elmer T. Clark, Manager, 
Department of Publicity, Methodist Epis- 
copal Church, South, Nashville, Tenn. 

“The Publicity Program of Southern Bap- 
tists.” Frank E. Burkholder, South Bap- 
tist Church, Nashville, Tenn. 

“Publicity for Collecting $115,000,000."’ Rev. 
Ralph Welles Keeler, D.D., Dept. Public- 
ity, Com. Conservation and Advance Meth- 
odist Episcopal Church, Chicago. 


Church Advertising.” 
Buckley-Dement  Co., 


for May 21, 1921 
“A National ‘Religion’ Advertising Cam- 
aign.”” Rev. Christian F. Reisner, Pastor, 


chelsea Methodist Episcopal Church, New 
York, 


“Practical Church Advertising Experience.” 
Rev. Hugh T. Stevenson, D.D., Pastor, 
Bethany Baptist Church, Washington, D. 
C. Rev. Charles H. Pratt, Trinity Pres- 
byterian Church, Montgomery, Ala. Rev. 
C. K. Windo, Knoxville, Tenn, 





JUNIOR ADVERTISING CLUBS | 





WESLEYAN MEMORIAL 


CuurcH, AUBURN AND 
Ivey. 
Tuespay Morninec. 
9:30—Temporary Organization. 


a. Meeting to be called by H. J. 


Echele, President, Junior Adver- 
tising Club of St. Louis. 

b. Election of Officers for the day’s 
session. 

c. Appointment of Nominating Com- 
mittee for Officers of National 


Junior Conference, 1922-23. 
d. Appointment of Committee to draft 


Constitution and By-Laws for 
National Junior Conference. 
10:30—Inspirational Talk on the Junior 
Movement. 
11:00—The Purpose of a Junior Advertising 


Club. 

11:30—The Purpose of a National Organiza- 
tion of Juniors. 

12:00—Adjournment for Luncheon. 


Tvuespay AFTERNOON. 


2:30—Business Session. 
a. Report of Constitution and _ By- 
Laws Committee. 
b. Adoption of Constitution and By- 
Laws. 
c. Report of Election Committee. 
d. Election of Officers. 
e. Other Business. 
3:30—How_ Shall We Spread the Junior 
Idea? 
3:55—What Will Be Our Educational Poli- 
cies? 
4:20—How Can We Cooperate With the 
National Commission of the Associated 
Advertising Clubs of the World? 
4:45—Open Forum. 
Adjournment. 





AGRICULTURAL PUBLISHERS 





AvuDITORIUM, CHAMBER OF COMMERCE 


Tvuespay: Sessions at 9:30 A. M. and 2:30 
P. M. Chairman B. Kirk Rankin, President. 
Reading of Minutes and Reports of Com- 

mittees. 
“Second Class Postage.’’ Shall we send a 


committee to Washington? 

“Cooperation With Vigilance Committee of 
the Associated Advertising Clubs of the 
World.” Conference with Richard H. 
Lee, general counsel for the committee, 
and others, to determine what are the 
benefits to be derived from the work of 
the committee and what are the obliga- 
tions of the publishers. 

“Agency Recognition.” Can we secure 
ceptance by all members of the 
dations of our committee? 


Question Box (Topics 
bers). | Where 
in giving 

Adjusting 
tisers. 


ac- 
recommen- 


suggested by mem- 
should the line be drawn 
cooperation to advertisers? 


complaints with bankrupt adver- 


Responsibility 


p of agents for the 
clients. 


honesty of 
Agency credits. _ 

The paper situation. 

(The meeting will be open 


to further sug- 
gestions from the ftvor.) 


| "COMMUNITY ADVERTISING 





President: Charles F. Hatfield, 507 Commer- 
cial Bldg., St. Louis, Mo. 

Secretary: A. W. McKeand. care Greater 
Terre Haute Club, Terre Haute, Ind. 
LuncHEeon, Monpvay Noon, 12:15 SuHarp, 
BreakFast Room, KimsBatt Hovse. 


“A Court of Inquiry on Cooperative Retail 
Advertising for the Small Town—The Neosho 
Plan.”” Statement by President Charles F. 


Hatfield, Gurney (Neosho) Lowe, Neosho, 
Missouri, Presidnig. 

First Witness, A. C. McGinty, Neosho, Mo. 

Second Witness, G. G. Foskett, Secretary- 
Treasurer, Coulter Miller Lumber Co., Clarks- 
ville, Tenn. 

Third Witness, F. L. Swinehart, Hardware 
and Furniture Dealer and President of the 
Wabash Valley Ad Clubs, Clinton, Ind. 

Fourth Witness, J. W. Pierce, Publisher 


the Clintonian, Clinton, Ind. 
and the Neosho Plan.” 
Fifth Witness, W. “H. Hill, 
Agent, New York Central Lines, 
Will report for Michigan towns. 
Sixth Witness, W. C. Byers, 


“The Newspaper 


Agricultural 
Chicago, II. 


Supervisor of 


Agriculture, Pennsylvania State Chamber of 
Commerce, Hatrisburg, Pa.’ Will report for 
Pennsylvania towns. 

Seventh Witness, L. D. Fuller, Chief Agri- 


cultural Agent, Erie Railroad, Jamestown, New 


York. Will speak for New York towns. 
Eighth Witness, Sam Faucett,: Dry Goods 
Dealer, Robinson, Ill, 
Ninth Witness, C. A. Doak, Secretary Ad 
Club, Camden, Ark. 


Tenth Witness, Robert R. Free, 


Secretary 
Chamber of Commerce, 


Waynesboro, Pa. 


Eleventh Witness, R. W. Gee Agr. 

Agt., N. Y. Central Lines, N. 

TUESDAY MorninG, 9:15 A. M. ioe 
BreakFast Room, Kimsatt House. 
“Selling a Community to Itself.’ Charles F, 

Hatfield, Presiding, President’s Address, 
9:30—“The Railroad a Part of the Commu- 
nity—Home_ Folk.” J. M. Mallory, 

Industrial Agent, Central of Georgia 

R. R., Savannah, Ga. Ten Minutes 

for Questions. 

“How a Southern 

to the County.” W. 

retary-Manager, the Griffin & —— 

ing County Board of Trade, Griffin, 

Ga. Ten Minutes for Questions. 

‘A Few New Highlights on the Mary. 
ville Way.” H. E. Miles, Advertising 
Manager, the Maryville Tribune, Ma- 
ryville, Mo. Ten Minutes for Ques: 
tions. 

10:45—"“The Magic of Cooperation in 

Southwest.”’ Donald Mac Ivor, Sec- 

retary, the Great Southwest Associa- 

tion, Dodge City, Kansas. Ten Min. 
utes for Questions. 

“Two Years Experience in Building 

Good Will, The Wabash Valley Plan,’ 

A. W. McKeand, Business Manager, 

Greater Terre Haute Club, Terre 

Haute, Ind. Ten Minutes for Ques- 

tions, 
11:45—Round Table until 

Luncheon, Breakfast 
12:15 Sharp. 

Question Box. 

All questions must be in writing 
sented to a_ special committee for 
ment. Presiding officer to be selected. 


9:55 


Town Sold 
B. Royster, Sec. 


Itself 


10:20 


the 


11:20 


Adjournment. 
Room, Kimball House, 


and pre- 
arrange- 


Tvespay AFTERNOON, 2:30 SHARP, BREAKFAST 
Room, KimBatit Hovse. 
“Selling a Cothmunity to the Nation.” 


2:30—*A Review of the St. Louis Campaign 
Results-Faults-Future Plans.’ Her- 
bert M. Morgan, Chairman of Pub- 
licity Committees, St. Louis Chamber 
of Commerce, St. Louis, Mo. Ten 
Minutes for Questions. 

“The Ozark Play Grounds Associa- 
tion, A First Year’s Showing.’’ Ross 
E. Burns, General Manager, Joplin 
Globe, Joplin, Mo. Ten Minutes for 


Questions. 

“What Twelve Year's 

Community Advertising Has Taught 
Asheville.” N. Buckner, one 
Board of Trade, Asheville, N. C. Ten 
Minutes for Questions. 

Election of Officers, 

“Does Community Advertising Pay? 
A Court of Inquiry.’ Chairman, 
John E. Northway, Secretary-Mana- 
ger, Chamber of Commerce, Hamilton, 
Ohio. 


Witnesses: John M. 
Chamber of Commerce, 
A. V. Snell, Manager. 
merce, Charleston, S. C 
cock, Manager, Bureau of Publicity, Cham- 
ber of Commerce, Omaha, Neb. Wm. Hol- 
den, Genéral Secretary, Chamber of Com- 
merce, Sioux City, lowa. John Wood, Sec 
retary, Chamber of Commerce, Roanoke, Va. 
Guy Livingston, Managing Secretary, Cham- 
ber of Commerce, Miami, Fla. Z. E,. Black, 
Publicity Director,.Chamber of Commerce, 
Middletown, Ohio. W. Frank McClure, 
Chairman, National Advertising Commission, 


te 
th 
on 


Continuous 








Guild, General Secretary, 
Kansas City, Mo. 
Chamber of Com- 


Montague A. Tan- 


Fort Dearborn National Bank, Chicago, Ill. 
Herbert M. Morgan, Chairman, Publicity 
Committee, St. Louis Chamber of Com- 
merce, St. Louis, Mo. 


Luncheon, Wednesday, June 15th, 12 
Breakfast Room, Kimball House. 
“Selling a Nation to Itself.” 

Burhans, Director of Publicity, 

ver Tourist Bureau and President of 

American Travel Development Bureau. 
Open Discussion of Travel Problems. 


15 Sharp, 


Harry N. 
the Den- 
the 


SCREEN ADVERTISERS 





EpGewoop St. 
PLACE 

Motion pictures will be shown continuously 
from 10:30 A. M. to 10:30 P. M. Films 
used in both National and Local campaigns 


ATLANTA THEATRE, & EXCHANGE 


will be projected on the screen and the 
campaigns explained in detail. 
Tvuespay Mornino, 9:30. 

“The Making of an Industrial-Educational 
Film.” Harry Levey, President, Screen 
Advertisers’ Association, New York. + 

“Merchandising with Motion Pictures. 


Herbert R. Hyman, Advertising Manager, 
Cole Motor Co., Indianapolis, Ind. 

“The Educational Film as a Dealer Help.” 
Chas. M. Brown, Advertising Manager, 
Woodrow Mfg. Co., Newton, Iowa. 

“The Modern Salesman and his Film Samp- 
les.’ A. E. Gundelach, Sales Manager, 
DeVry Corporation, Chicago. = 

“The Short Length Film and Its Uses. 
M. J. Caplan, Manager, Metropolitan Mo- 
tion Picture Co., Detroit, Mich. 

“The Rise of the Industrial-Educational Film 
Industry.” J. Dannenberg, Publisher#The 
Screen, New York. 

Tuespay AFTERNOON, 2:30. 

“The Distribution of Industrial- Educational 
Films.” Henry Levey, President, Screen 
Advertisers’ Association, New York. 

“The Home Economics Film and Its Effective- 


ness.” Mrs. Ida C. Bailey Allen, Direc 
toress. Mrs. Allen’s School of Good Cook: 
ery, New York. 


*" ‘Selling the Foreign Market Through Mo 
vies.” A. B. Cole, Director of Publicity, 
Westinghouse Electric International Co, 


East Pittsburgh, Pa. 
“The ofessional Projector for Non-Thea 
trical Use.” S. Cassard, Vice-President, 


Nicholas Power Poe New York. 
“What Slide-ver-tising is.” D. H. Harris, 


(Continued on page 35) 
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What Colonel House says 
about Tardieu: 


“There are others who may be able to write as 
accurately and as interestingly concerning events 
which led up to the World War and the war itself, 
but there is no Frenchman, save Clemenceau, who 
can write with so much authority concerning the 
Peace Treaty as Andre Tardieu. 

““M. Tardieu gets nothing second-hand. He was a 
participant in the events of which he writes. As a 
member of the Chamber of Deputies, he knew the 
currents of French political life and he can write 
understandingly of the causes leading up to the great 
conflict. As an officer in the French Army, he can 
speak authoritatively of that glorious page of history 
of which he was a part. He was in all truth the one 
nearly indispensable man at the Peace Conference.” 


Editor & Publisher for May 21, 1921 


Andrée Tardieu 


Former French High Commissioner 
to the United States 






Has been engaged to write exclusivel 


for the Consolidated Press 





TT ARDIEU is the Man of the Hour in France. 
“ He knows America intimately. 
years in the United States during the war. He 
represented France at the Peace Conference. As 
a journalist and a statesman, he ranks first, today, 
in the public eye of France. 


He spent two 


What André Tardieu said ina 
recent cable to our newspapers: 


“Europeans, even the French who enjoy a special 
sympathy in America, have a vital interest in not at- 
tempting to exert pressure on American policy. 


“The United States is saturated with the propa- 
ganda of the various European countries. Americans 
quite naturally ask to be let alone to make up their 
own minds. Europe should limit her role to the 
submission to America of the documents in the case. 


“For my part, I shall endeavor to do this from time 
to time by submitting not pleas and theories, but 
facts, to which I shall add the interpretation placed 
upon these facts by France.” 


The list of contributors to our Friday Night Leased Wire Service includes the following: 
Andre Tardieu—Maximilian Harden—George N. Barnes—William Bird—Robert T. 
Small—Elizabeth King Stokes—Walter Camp—Sparrow McGann—Jessie 
Henderson—Stuart P. West—Harden Colfax—Ralph Barton—George 
Chadwick—Robert C. Benchley—Betty Baxter 


For rates and details apply to ROBERT B. McCLEAN, Business Manager 


CONSOLIDATED PRESS ASSOCIATION 


Executive Offices: Commercial Bank Building, Washington, D. C. 


HORACE EPES, Western Superintendent 
Fourth Floor, Daily News Building, Chicago 


JAY JEROME WILLIAMS, Eastern Superintendent 
Eleventh Floor, World Building, New York 
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THOUGHT PUT IN 


Editor & Publisher 


ADVERTISING COPY 


PAYS HEAVY DIVIDENDS 





“Two-Limers” Pay User, But Large Space Used By Indianapolis Firm 
Enabled It To Gain Bank Credit and National 
Scope In One Year 





By C. L. PERKINS 


HEN the advertiser gives little or 

no thought to the preparation of his 
classified copy it is apt to bring some 
results. However when he devotes 
time and thought to developing copy 
ideas he can be sure of very large re- 
turns. Over the country hundreds of 
moving and transferring companies 
profitably use classified columns with 
two line advertisements of this type: 


“Moving and transferring—lowest rates 
Phone Main 100.” 


In Indianapolis there is a firm, the 
Red Ball Transit Company, which has 
made its classified advertising unusu- 
ally productive and merely by using 
carefully prepared copy. 

That its copy is different is shown by 
the following, which is only one of 
numerous unusual ideas: 


Are You Going To Move? 
Red Ball Transit Co. 
Will Move You Anywhere, Any Time, 
Cash or Payments 
HUNDREDS OF BLANK TRUCKS 
Operated by Eperienced Men, Fully 
Equipped, at Your Service 
WE INSURE YOUR GOODS IN TRANSIT 
Fill out the following and send it to us. 
We will quote prices. 


Piano 
Victrola 
Davenport 
Bookcase 


Chairs 
Sewing Machine 
Washing Machine 
Garden Tools 
DT tickekbexss bees has 


China Closet ..... 
Kitchen Cabinet . 
Ice Box 
Beds 
Linoleum 
Dressers 
Trunks 

er ee eee 
Tool Chest 
Boxes 
PE cciacehssecisdnh ane sdenadnbesae 
Library Table 
Chiffoniers 
Chests 
Sanitary Couch 
Child’s Cribs 








That the development of better copy 
pays is shown by this letter which the 
company recently sent to the Indianap- 
olis Star. 


Newsprint-mMF 


7-11 SPRUCF STREET 


Rotogravure Paper 
Printings-mF & SC 


Highly Endorsed by Eminent American Users 


And All Other Papers Made by the 31 Paper Mills’of Finland 


Finnish Paper Mill Association 
HELSINGFORS 


Sole Agents for the U. S., Canada, Cuba and Mexico 


H. REEVE ANGEL & CO. 


INCORPORATED 









This is one of a series of articles. 
Mr. Perkins, who is executive secretary 
of the National Association of News- 
aper Classified Managers, is writing for 
ay & PusLIsHER on the possibilities 
of classified advertising—treating the 
subject from the viewpoints of both the 
space seller and the advertiser. Every- 
one is invited to bring classified prob- 
lems and individual views to Mr. Per- 
kins’ attention, 


“We have been asked by the various 
newspapers that we have been advertis- 
ing with, about what we think of news- 
paper advertising. Inasmuch as we 
have given you people a considerable 
share of this business, we are sending 
you a copy of what we have to say 
with reference to the results we have 
obtained. 

“On February 1, 1920, I started the 
Red Ball Transit Company in Indian- 
apolis with very little money and no 
reputation as a transfer company. 
During that period, we have patronized 
the newspapers to the extent of fifty 
per cent or more of our profits on busi- 
ness handled and we are very proud 
to say at this time, we are able to na- 
tionalize this company without financial 
assistance from anyone. We have also 
established a credit for the Red Ball 
Transit Company in the city of Indian- 
apolis and other cities outside of Indian- 
apolis, which enables us to operate 
without being embarrassed by being 
asked who we are, as they have learned 
that through the newspaper columns. 

“It is our experience at this time, that 
the people who are howling the most 
about financial worries and poor busi- 
ness are, as a majority, people who do 
very little advertising, or, if they do 
advertise, do it in the wrong way. We 
find continuous advertising for our 
business is much better than larger copy 
run any certain time. 

“We need a constant reminder every 
day, so when the public is in need of 
the service we are able to render, they 
are able to find our ad in the news- 
paper any day. 

“We are convinced of what advertis- 
ing has done for us and are only too 
glad to tell you about it and at this 
time, we are planning an advertising 
campaign which will cost thousands of 
dollars, in the face of what some people 
say that we are going through a finan- 
















& SC 


NEW YORK 







for May 21, 


1921 


cial crisis which is shaking the very 
foundations of business. 

“Enclosed find our check in payment 
for recent advertising.” 


RED BALL TRANSIT COMPANY, 
By W. B. Hines. 


ASKS $500 FOR OMITTED NAME 


Quebec Lawyer Says Telegraph Slight- 
ed Him Intentionally 


Claim for $500 damages has been 
entered in the Superior Court of the 
Province of Quebec, by Armand La- 
vergne, K. C., against the. Quebec Tele- 
graph, published by the Hon. Frank 
Carrel, for the omission: of Mr. La- 
vergne’s name from a-report published 
in the Telegraph of a criminal trial at 
which he had appearéd as counsel for 
the prisoner. The name of his. assistant 
lawyer was mentioned. Mr. Lavergne 
alleges that the omission:.of his own 
name was intentional; that it was made 
with object of doing him injury; and 
that it is but the continuation of the 
policy of the paper to ignore him every 
time it has the opportunity. 

The claimant is well known as a bar- 
rister, late member: of the Canadian 
House of Commons, editor, and is a 
former colonel of militia. His action is 


said to be based on an old feud with 
the Telegraph, which for a long time, 
says the Toronto Evening Telegram edi- 
torially, had a rule that the name of 





Armand Lavergne should never appear 
in its columns. 

Other newspapers in various parts of 
Canada and the United States have 
adopted the same policy towards men 
with whom they have taken issue, but 


_seemingly without exposing themselves 


to suits for damages although one 
notable exception was that which oc- 
curred in London (Ont.), some months 
ago, when an alderman of the city sued 
unsuccessfully one of the local dailies 
for omission of his name,’ intentionally 
he alleged, from the paper’s reports of 
council meetings. 

Editors complain that the Quebec libel 
law is an instrument in the hands of 
their enemies for the persecution of the 
press. Though the French-Canadian 
papers have felt its weight, it seems that 
the two English-written papers of the 
ancient capital—the Telegraph and the 
Chronicle, the latter ownéd by Major- 
Gen.. Sir David Watson—are almost in 
constant hot water. Sometimes the pub- 
lishers get off with apologies; but until 
recently, at least, the yearly bills for 
damages and counsel fees to fight unjust 
claims were considerable. 


New Sunday Paper. in Oklahoma 


The Duncan (Okla.) Daily Banner 
has begun the publication of a Sun- 
day edition. The Sunday paper carries 
Associated Press night report, a sport 
section, magazine section, and oil news 
department. 











































































MR..J.NOBLE 
Stock ETT 




















in and near our own towns. 


A Favorable Time 


HERE is no time so ripe as the present for developing more national 
newspaper advertising. Executives are thinking along new lines and 
adopting new methods for injecting new life into business. 


Naturally, this offers a splendid opportunity for newspaper men to do 
intensive construction work, beginning, particularly, with the manufacturers 












































DAN A. GARROLL 
Eastern Representative 
150 Nassau Street 

New York 


The George Frost Company of Boston, represented in Baltimore by Mr. J. 
Noble Stockett, are moving in the right direction with Boston Garters 
which have enjoyed the support of NEWS advertising and which adver- 
tising is now to be followed by a schedule in both The NEWS and The 
AMERICAN. The other two products of the Frost line—Naiad Dress 
Shields and Velvet Grip Hose Supporters—should also respond splendidly 
to newspaper advertising. Won’t newspaper men close to the George 
Frost Company undertake to demonstrate the tremendously added advan- 
tage of giving these other products the same INTENSIFIED NEWS- 
PAPER SUPPORT in their various markets? 


Here in Baltimore The NEWS and The AMERICAN have an intensified 
circulation of more than 187,000, daily and Sunday, and will carry the Frost 
or any other message into practically every buying home in Baltimore and 
suburbs, every nook and corner in the State of Maryland and nearby por- 
tions of the adjoining states as well. 


We newspapers individually will all get 
and produce more general national advertising development in newspapers. 


THE BALTIMORE NEWS 


Evening. Daily And Sunday., 


The BaltimoreAmerican 


Morning, Daily And Sunday. 






more if we co-operate in this work, 














J.E. LUTZ raw, 
Western Repre entative 
First National Bank Bldg. 
Chicago 
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« Yoting, Washington , 
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ALBERT PROTESTS BAN 
ON SENATE LOBBY 


Closing of Space Behind Vice-Presi- 
dent’s Desk Will Break Down Close 
Relations of Past : Years, 
Committee Argues 








(Special to Epvitor & PuBLISHER) 


WasuHincTON, May 18.—“Chief” Al- 
bert, whose years as a Washington cor- 
respondent would entitle him to a sleeve 
full of service stripes if such were given 
in newspaper work, appeared the other 
day in a new role. He discarded for a 
few moments his familiar inquisitive- 
ness as a “seeker after the truth” in the 
Senate, and became an advocate before 
the Rules Committee in behalf of the 
corps of correspondents, 


Mr. Albert, who is addressed for- 
mally as Charles S. Albert of the New 
York World, addressed the Senate 
Rules Committee as chairman of a spe- 
cial subcommittee of the Standing Com- 
mittee of Correspondents. He was 
spokesman for the correspondents in 
opposition to the withdrawal of the 
privileges of the Senate lobbies, which 
the correspondents have enjoyed for 
many years. The lobby, back of the 
Vice-President’s * desk, was closed by 
order of Senator Philander C. Knox, 
chairman of the Rules Committee, in 
order to make it technically a part of 
the Senate floor and the marble room 
an outlying cloakroom. 

The Senate’s action has hampered 
newspapermen as could nothing short 
of absolute expulsion from the Capitol. 
It goes far toward breaking down the 
close relationships which have been de- 
veloped in the past few years, relation- 
ships which operated to the mutual bene- 
fit of Senate ¢hamber and Senate press 
gallery. Mr. Albert’s address to the 
Rules Committee was in very good 
taste, and was productive of a better 
understanding with members of the 
Committee. 


Copies of Mr. Albert’s address, to- 
gether with the resolution of protest 
adopted by the correspondents on Apri 
13, were placed in the hands of every 
member of the Senate. Other members 
of the special committee of the. press 
gallery were Roy A. Roberts, of the 
Kansas City Star, and Robert Barry, of 
the Philadelphia Public Ledger, chair- 
man of the Standing Committee. 


CAPITOL MEN DINE TWICE 





White House Corps Officers Inducted— 
Labor Secretary also Host 





(Special to Evitor & PuBLIsHER) 


WasHINGTON, May 14.—Washington 
newspaper men, making up the White 
House “regulars” and the reporters who 
cover the Department of Labor par- 
ticipated in two dinners within the last 
week, one given by the White House 
corps to George B. Christian, Jr., sec- 
retary to President Harding, and the 
other by James J. Davis, secretary of 
labor. 


The dinner to Mr. Christian also was 
in the nature of an inauguration of the 
officers of the White House Corre- 
spondents’ Association recently revived 
to protect the Presidential conferences 
from tipsters and press agents. The 
officers inaugurated were: Frank Lamb, 
Washington Times, president; Russell 
Star, vice-presi- 
dent; Byron Price, Associated Press, 
secretary-treasurer; and Frank Stetson, 
International News Service and W. 
Bruce Macnamee, Universal Service, 
members of the executive committee. 


Editor 


The dinner given by the Secretary of 
Labor was attended by Assistant Sec- 
retary Henning, who acted as_toast- 


master, G. Harry Ward, International | 


News Service; M. W. Flynn, Washing- 
ton Times; Isaac Gregg, New York 
Evening Sun; Samuel W. Bell, Phila- 
delphia Public Ledger; Charles J. 
Sterner, Wall Street Journal; Guy D. 
Wilson, Associated Press; W. R. Mc- 
Collum, Washington Star; Ralph A. 
Collins, New York Herald; Glen I. 
Tucker, New York World; John F. 
Richter, New York Journal of Com- 
merce; Harry N. Price, Washington 
Post; James A. Buchanan, Washington 
Star, Edward C. Easton, Philadelphia 
Inquirer; Ralph F. Couch, United 
Press; Mason McGuire, New York 
Tribune; T. D. Ransom, Universal 
Service; Walter J. Fahy, W. T. Saffell, 
Wallace J. Murphy and T. Linton Kane. 


| WASHINGTON NOTES | 


EGISLATION proposed during the 
r past week included a bill by Senator 
Irvine L. Lenroot, of Wisconsin, author- 
izing the Secretary of the Navy to de- 
liver to the Milwaukee Press Club the 
bell of the wrecked cruiser Milwaukee. 
The bell now is in storage at the Mare 
Island Navy Yard, Cal. 


OLDING acts of the British Govern- 

ment to be in “direct violation of 
the principles of a free press,” Repre- 
sentative Leonidas C. Dyer, of Mis- 
souri, by way of protesting against ord- 
ers to James P. Tuohy, of the New 
York World, warning him to remain out 
of Ireland, has offered a_ resolution 
entering “the most solemn protest” otf 
Congress, The Dyer resolution “de- 
mands for the correspondents of the 
American newspapers in Ireland the 
same courtesy and consideration which 
is given English newspaper men in the 
United States.” 


ASHINGTON newspapermen who 
accompanied James M. Cox, of 
Ohio, during his campaign for the presi- 
dency, learned with genuine sorrow this 
week of the death of Mrs. Daniel J. 
Mahoney, the former governor’s daugh- 
ter and wife of the editor of the Dayton 
News. A floral tribute was sent from 
the national capital. 


EMBERSHIP in the Press Con- 
gress of the World has been ex- 
tended to a number of Washington cor- 
respondents by Dean Walter Williams 
of the School of Journalism, University 
of Missouri. A large percentage of the 
correspondents have accepted the invita- 
tion. 


INDER HARRIS is running the 

shop at the Universal Service. 
“Windy” was called to take the desk 
following the departure of Than V. 
Ranck, to take charge of the Boston 
Record. He had been doing the House 
for several years, but is familiar with 
all the news runs in the capital. 


Amaroc News Two Years Old 


The Amaroc News, the daily news- 
paper of the American forces in Ger- 
many, celebrated its second birthday 
April 21; with a 14-page regular issue 
and a six-page supplement, Although 
the News is considered by its. editor and 
manager, Major Paul J. Muller, as dif- 
ferent from the ordinary newspaper 
business proposition, the anniversary is- 
_sue, which has just reached Eprror & 
-PUBLISHER, is notably long on advertis- 
ing of Coblenz merchants, and it is 
also notable in that the history of Ameri- 


can journalism in the occupied Germany 


territory is comprehensively narrated. 
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Publishers—Reproduce this in your own columns. Give your local whole- 


salers and retailers reasons why they should insist upon newspaper advertising 
when manufacturers’ salesmen display an impressive looking magazine campaign. 


Wasted Advertising 
Who Pays? 
The Retailer and Wholesaler Pays 


Many manufacturers advertise in 
mediums of national circulation, 
covering vast territory where they 
have no distribution. They spend 
thousands of dollars creating a 
demand that cannot be supplied 
and then complain because the 
dealer sells a similar article to those 
who respond to the advertising. 


And in territories where jobbers 
and retailers have stocked the 
goods, the magazine circulation is 
necessarily limited, reaching only 
a minority of your customers. 


But the waste circulation must be 
paid for—and it is bought at the 
expense of the very retailers and 
wholesalers who are giving that 
advertiser their co-operation! 


When salesmen try to sell you mer- 

chandise on the strength of an 

advertising campaign, insist that | 
the advertising be confined to i 
channels of distribution, that the i 
advertising appear in newspapers | 
reaching the greatest number of 
Prospects in your territory. . 


That is the manufacturer's duty 
and it is your right. 


Insist Upon Newspaper Advertising 


If you use this Series, will you please send us clippings? 


E. Katz Special Advertising Agency ‘ 


Established 1888 4 


Publishers’ Representatives i 


Chicago Atlanta 


Kansas City New York 
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They know from experience the indisputable superiority 
of our newest ‘product 


New York Times 

Daily News : 
New York Evening Mail 
New York Herald 

New York Telegram 
New York Sun 

Brooklyn Daily Eagle 


THE AULT & W 


CINCINNATI BOSTON PHILADELPHIA CLEVELAND || 
NEW YORK BALTIMORE CHICAGO DETROIT 








PLACE YOUR ORDERS! 












Editor & Publisher for May 21, 1921 21 


YNEWS INK 


AVE IT?! 
REE FROM GRIT! 






















Since the wet-roll days, since the slow- 
press days, GRIT has been the curse of 
the press-room. 


Since the ink manufacturers were called 
in thirty years ago to solve the new-era 
troubles, the ink world has worked un- 
ceasingly to eliminate GRIT. 


But we have it: INK WITHOUT GRIT. 


30RG COMPANY 


ND | BUFFALO ST. LOUIS MINNEAPOLIS LOS ANGELES 
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MUCH WORK REMAINS 
FOR I. C. M. A. TO DO 


Positive Action Needed in Protecting 
Newsie and Carrier from Legisla- 
tion—Must also Guard Against 
Contest Propagandists 








By Fenton DowLiInc 


At the convention of the International 
Circulation Managers’ Association, at 
Columbus, Ga., on May 11th, 12th and 
13th, some splendid work was accom- 
plished, yet some things had to’go over. 
Next year, with the convention sched- 
duled for Indianapolis and the prospect 
of a large attendance, the vital needs 
of the circulation fraternity should have 
most careful consideration and definite 
treatment. 

Newsboy and carrier welfare was dis- 
cussed at Columbus, but aside from the 
introduction of papers and a plea to 
carry back word to the publisher of the 
dire plight newspapers will be in if these 
so-called reformers are not headed off 
before they wreck the only means at 
present of distributing papers to homes 
and selling them on the streets, no tan- 
gible result was accomplished. 

“The year 1921 will reward fighters” 
is enunciated by one of our big news- 
papers, so it won’t do to simply talk 
about dangers. Action is needed if boys 
under 16 years of age are going to be 
allowed to sell and carry newspapers 
without interference from a lot of mis- 
guided individuals who would bring 
about reform, yet unconsciously starve 
the newsboy and his too often depend- 
ents. 

Serious consideration should be given 
to other problems, too, such as the post- 
age rates, so that big periodical publish- 
ers may not be enabled to walk away 
with the rewards. Newspapers—distribu- 
ting the bulk of their product within 
a radius of the first, second and third 
zones—should not be inflicted with an 
excessive rate to compensate for the 
loss sustained by the Government in 
carrying periodicals to the farthest con- 
fines of the country at the same price. 

There is, too, the prospect of stiff 
newsprint prices growing out of the 
shut-down of the paper mills. The 
growing tendency to lower legitimate 
prices must be considered from every 
standpoint. 

Let every circulation man get back of 
the I. C. M. A. and fight for light and 
help on these problems. Let us _ not 
think so much of office and politics and 
personal satisfaction. Let us keep out 
the propagandist and not allow the con- 
test, the premium or any other influence 
to do any of its fine work at conven- 
tions. Several excellent papers were de- 
livered at the I. C. M. A. meeting, which 
were not touched upon in Eprror & Pus- 
LISHER’S convention report last week due 
to the closeness of the convention’s ad- 
journment and press time. For. in- 
stance: 


James L. Farley, Philadelphia North 
American, who was asked to name the 
best feature for a metropolitan Sunday 
paper, said: e 


“It is impossible for any publisher or any 
newspaper efficiency man to lay down a rule 
that will apply generally in the selection of 
features or the manner in which they should be 
displayed. You cannot publish a newspaper 
fitting the peculiar needs of Galveston and say 
that the same sort of a publication would suc- 
ceed in Duluth 

“About all that any of us can do is to agree 
that there are certain elemental things that 
ought to apply in almost any community, love, 
eating, health, amusement and fashion are all 
primitive instincts, therefore a news feature 
dealing with some romance in which the above 
items play a leading part is apt to find a recep- 
tive group of readers whether in New York or 
San Francisco. 

“There are many local feature stories, such 
as the doings of the 400, etc., worthy of elabora- 
tion in the Sunday edition, and in almost every 
community they will be found valuable circu- 
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lation builders, because of the personal touch 
which they possess and the: inherent desire of 
all of us to be in the limelight. There can be 
no accepted rule for displaying a story. 

“My own experience has taught me that a 
reasonable display is needed and a reasonable 
amount of sensationalism is often useful. If 
there be a good motive back of a feature story 
the splash head and the large illustrations which 
leave something to be imagined will help carry 
that motive and in the end only good will re- 
sult. You all know the class of feature stories 
that are used by the papers having large metro- 
politan circulation, particularly that class hav- 
ing so much of it that they find it necessary 
to print and send them out to the dealers in the 
middle of the week in order to accommodate 
their fast-increasing clientéle. What is it that 
creates this unusual demand? Surely it cannot 
be the news, as they contain no news but what 
is from 36 to 48 hours old. 

“This. unusual, and I might add, unnatural 
demand, is caused by the weird and salacious 
magazine features which they contain, and 
strange as the paradox may seem, the worse 
they are the better they sell. In other words, 
the rank and file of the people are not looking 


for or expecting to get high-class literature 
(Boston, of course, excepted). e f 
“Finally, for me or any other circulation 


manager to place my hand on any one of any 
group of feature stories and say that they are 
the best is impossible, for the tastes, whims, 
likes, dislikes, and needs of one city are differ- 
ent from another city, and this country of ours 
is too big to lay down any hard and fast rules 
on a subject of such engrossing importance as 
your chairman has asked me to discuss.” 


Herbert Peters, Wichita Falls (Tex.) 
Times, outlined successful methods of 
publishing junior publications as fol- 
lows: 


“It has been my experience that junior pub 
lications are of great value in instilling an ag- 
gressive and loyal spirit in carriers, newsboys 
and agents. It serves to strengthen the morale 
of your organization and tends to make the 
personal contact closer. You will find that all 
carriers, newsboys and agents are human, in 
that they like to see their names in print, and 
are just as proud and pleased when they receive 
notice in the column of the Junior as a circu- 
lation manager is to see his name appear in the 
Official Bulletin. ‘ 

“T have found it the best policy to mention 
a boy when he has done something to be com- 
mended rather than when he has done some 
thing to be criticised. In fact, I do not be- 
lieve in scolding or reprimanding them through 
the columns of the Junior. Newsboys are sen- 
sitive and do not like to be held up as horrible 
examples to their comrades, so unless a boy 
can be praised we do not mention him at all. 
By picking out a carrier or newsboy who has 
made a notable increase on his route or in 
his sales and giving him a nice writeup it serves 
to make every other carrier or newsboy strive 
to do something that will attract the attention 
of the editor and earn him a similar distinction. 

“We always try to encourage thrift among 
the boys through the columns of the Junior 
and a recent canvass disclosed’ the fact that 
among almost a hundred newsboys and carriers 
over 50 per cent of them had savings accounts. 
Summing up, I would say that a junior publica- 
tion serves to develop co-operation, fair treat- 
ment, thrift, loyalty, enthusiasm and service.” 


O. V. Fragstein, director of circula- 
tion of the Milwaukee Journal, urged 
support by the I. C. M. A. for the Audit 
Bureau of Circulations in the elimina- 
tion of waste and untruth in circula- 
tion practices. He said: 


“If this body of representative circulators 
does not assure the bureau of its support in 
suppressing such evils, we as individuals can- 
not hope to gain its support in correcting con- 
ditions in our respective local fields. I am 
going to submit to you a number of subjects 
for discussion and consideration, with the hope 
that this association will go on record and 


notify the A. B. C. that this body is for the 
elimination of all practices that may tend to 
mislead the advertiser and further, stands ready 
to consider and endorse any movement tending 
to clarify the circulation statements and re- 
ports issued by the A. B. C. and punish by 
any attempt, 
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successful or unsuccessful on the part of the 
publisher, to use the A. B. C. or his columns 
while a member of the A. B. C., in endeavor- 
ing to mislead local or foreign space buyers.” 

The “Flying Circus” as used by the 
St. Paul Dispatch, Pioneer Press and 
the Farmers’ Dispatch was described by 
E C. White, circulation director of those 
papers. He detailed the equipment used, 
comprising an aeroplane, pilot, stunt 
man, naval band, wireless outfit, a racing 
automobile and a parachute, stated that 
they give exhibitions at county fairs 
and other public gatherings, of stunt 
flying, rope-ladder acrobatics, a five-mile 
race between airplane and auto, a para- 
chute jump ,and change of planes in 
midair. Advertising of the newspaper, 
the airplane company nad the various 
brands of equipment used is accom- 
plished before the crowds attracted by 
the spectacle, Mr. White said, as well 
as recruiting publicity for the navy. Or- 
ganizations under whose auspices the 
exhibitions take place do not pay the 
newspaper for the “circus,” but agree to 
secure a certain number of paid-in-ad- 
vance subscriptions at regular rates, un- 
der several plans outlined by the paper’s 
manager. 


F. R. Folkes, Regina (Sask.) Morning 
Leader and Daily Post, was unable to 
be present, but his paper, “Successful 
Methods of Obtaining R. F. D. Circula- 
tion and How We Get Them,” was read 
by the secretary. In part he said: 


_ “Dealing first with the solicitor, if the field 
is properly fitted and the solicitor properly 
chosen, I believe much can be achieved in 
this way. What I mean by the field beirig 
properly fitted is if your field is populated go 
as to obviate long train-jumps, thereby incuf- 
ring too much expense, and if you can secure 
energetic, honest, well-appearing young men, 
you can build up circulation at a very reason- 
able price. 

“I have tried ‘direct-by-mail’ means at times 
and found it fairly successful, but I believe 
the only way this scheme will be successful is 
in conjunction with bargain-day offers or pre- 
miums. 

“TI believe 


much 


can be achieved by the 





ET’S face the situation. 





remium. I don’t wish to go on record as 
avoring a premium which is sold to the sub- 
scriber, but I do think if the premium is well 
chosen and purchased cheaply enough to per- 
mit it being offered gratis with new and re- 
newal subscriptions, it will do much toward 
assisting you in building up out-of-the-city cir- 
culation. Premiums should be offered that 
cannot be purchased in the stores; if such are 
offered, we come right back to the old propo- 
sition of turning the newspaper office into a 
junk shop. 

“The contest system you know as well as I 
do, but in passing I would go so far as to 
say that in a sparsely settled field such as 
mine, I have, at times, secured quite a mone- 
tary benefit. 

“The system of a local subscription agent, 
I believe, is the best field in a field such as 
my own. In my territory I chose country 
postmasters for agents. I pointed out to them 
the possibility of making a lot of money in 
his territory, offering 25 per cent commission 
on all new or renewal subscriptions. I later 
offered a small contest in addition to the com- 
mission with remarkable results; I now have 
more than 900 country subscription agents cov- 
ering every conceivable corner of my terri- 
tory.’ 


J. C. Montgomery, Detroit News, gave 
a brief address on elimination of “un- 
accounted-for” copies’ in press and 
mailing room. He said: 


“In accounting for copies printed it is neces- 
sary that a system be maintained which will 
assure the accuracy of the circulation records. 

“In a system employed by our accounting 
department a daily circulation report is pre- 
pared as the initial step in accounting for the 
press production. This report is made up the 
morning following date of publication while 
the day’s developments are fresh in mind, as it 
sometimes happens that there is a considerable 
difference between the distribution and press 
production and, by making prompt investiga- 
tion, the difference can be located and correc- 
tion made. It is our experience that an ex- 
cessive ‘unaccounted,’ item is usually due to 
an error of a pressman when marking the rec- 
ord for press production. 

“At present we publish five editions daily 
and our circulation report is so arranged that 
each edition is accounted for separately, as by 
this plan any large difference is located more 
quickly than is possible where all the editions 


are carried in one total. - 
“Our mailing department supplies the fore- 
man of the press room with a veteran order 


for the minimum number of copies required for 
each edition (also a written order for any ad- 
ditional copies). This order is based on the 
previous day’s distribution, allowing for any 
addition or reduction in the circulation. The 
press room foreman, in turn, apportions the 
order to the several press captains. 

“Each press captain is supplied with a form 
upon which the foreman enters the order that 


Local Display . 
When You Need It 


Saturday Evening and 
Monday Morning News 
Schedules Must Not Be Cut 


Advertising lineage is harder and harder ts 


get. Advertising managers are using every means to hold it, but this 


month’s totals are way below last year. 


Next month will be worse. 


Saturday evening and Monday morning editions feel it first. Editor 


complains that his news schedule is cut. 


Besides losing money you are 


losing prestige, something money cannot buy. 


life of 20 years. 





We can secure a full page of local display for you—Our Weekly 
Business Review Page, made up of small advertisements of leading whole- 
salers and manufacturers of your own city. 
ture, a friend and prestige maker for you. 


It will be a permanent fea- 


Now appearing in a number of leading dailies, some of which we 
have worked for in one capacity or another during our entire business 
We consider this an endorsement of our clean cut sell- 
ing methods. Dun or Bradstreet can tel: you our financial strength. 
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ular _ press is to produce and when the 
js off, the press captain enters on the 
opposite the order the reading of his 
registers. A comparison of the totals 
promptly detect any error in transcribing 
register reading, although we find that the 
men do not a ways take the time to make 
comparison. 

fter the press has been made ready for 
run the register is set at zero and all 
spoiled after the press starts are de- 
4 from the gross production. These spoiled 
bs also include the basket waste produced 
the run by sheets breaking. 


n our circulation accounting department 
dealers’ charges are listed in draw books 
a total made of each day’s drawing. This 
js reconciled with the daily circulation 
rt and our system also provides for com- 
agreement of the draw book totals, daily 
Jation reports, and ledger charges. This 
ment forms the basis of the controlling 


























¢ statement and balance sheet. It is also 
useful in proving our circulation claims 
he time of the A. B. C. auditors visits. 
fact the auditors compliment us on the 
iency of our system. 

The number of mail subscribers is ascer- 
d from a count of the galley and the 
pges in the list are added to or deducted 
, the count from day to day to obtain the 
e for the daily circulation report. The 
is recounted each month and any necessary 
stments made. 


Street men who supply corner boys are re- 
ed to give a written order for the number 
opies required and a count of their order 
padt by reliable men when taken from the 
ing room. The order is made in duplicate 
the original referred to the accounting 
rtment for record. 


At present the daily reading of our press 
sters is approximately 240,000. Of this 
less than 3 per cent is unaccounted for, 
Since installing our present system of ac- 
nting, by means of which we are able to 
ban accurate record of our paid circula- 
, we have found the unaccounted item 
be confined to press turnovers which pro- 
neither good copies or waste; splices that 
conveyed to the mailing room, rejected by 
mailers but not included in the waste; the 
tice some employees make of taking more 
h the one copy per day which is the number 
ed for personal use, but by constant 
lance we hope to make still more of a re- 
ion in the unaccounted item.” 








IDELIGHTS ON THE I. C. M. A. 
AT COLUMBUS 


RST convention the I. C. M. A. ever 
held of which an official photograph 
s not taken—seemed to be too busy 
the time. e-e « 


. V. McClatchy earned the honor of 
stin, the association burgee once 
re, for his journey from Sacramento 
the Panama Canal and New York, 
ily outdistanced the other claimants 
having traveled the longest distance. 
ifax, N. S., and Calgary, Ala, 
e good seconds but they fell far 
rt of his 10,000 mile trip. 


*x* * * 


_R. Folks, of Regina, Sask., had a 
bd alibi for his non-attendance in the 
‘page copies of the Leader, run off 
a Washington hand press, which he 
t to the convention. The printer’s 
ke played havoc with the output, but 
snappy sheet was ocular evidence 
t the staff was not down-hearted. 


oe 


.H. Fris of El Paso, Tex., missed 
first convention in years, and this 
was commented on. As ambassador 
taordinary and minister plenipoten- 
y to Mexico for the local Chamber 
Commerce, he couldn’t very well be 
Columbus and on the west coast at 


owl tet i! 


unt entry used in making up the monthly . 
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the same time. This is his third trip 
to the west codst since the first of the 


year. It sure has attractions. 
* * * 
W. E. Page, now general manager of 


the Columbus Ledger, tried to resign 
from the I. C. M. A. thinking it would 
be necessary to do so to insure repre- 
sentation for his circulation manager. 
The association soon set his mind at 
rest, as it proposes to do to “Bill” Darby, 
the new general manager of the Toronto 
Mail & Empire, the first time he gives 
them a‘chance. 4 4 » 


William Dennis is leaving no stone 
unturned to make his Halifax publica- 
tions the most influential in the Mari- 
time Provinces and while Miss Frasier, 
who came all that distance to represent 
him did not take any prominent part 
in the proceedings, it is a safe bet she 
returned with many practical suggestions 
which will further tend to improve the 
efficiency of the department she has 
been directing for two years. 


* ok * 
Joe Levy of the New Orleans Item 
was not in good condition and the 


macaroni-eating match between him and 
Oscar Anderson of Montgomery, was 
not pulled off. Anderson’s record estab- 
lished at Buffalo two years ago still 
stands. a. & 


J. O. Stuardi of Mobile is suspected 
of being in the employ of the tourist 
bureau of the Mobile Board of Trade. 
He boasts so much of the city’s attrac- 
tions, trippers are being diverted there 
from Florida points. D. B. G. Rose 
and wife, were added to his personally 
conducted party at Columbus. 


xe & 


A few of the pioneers felt they were 
growing old when they witnessed the 
son of Past President J. H. Taylor take 
his seat in the convention. To “Joe” 
goes the honor of being the first member 
to educate a son in circulation work 
and qualify him for membership in the 


I. C. M. A. Who'll be the next? 
x * 
No city in which the convention has 


been held ever took advantage of the 
advertising possibilities of the presence 
of a group of delegates until the con- 
vention went to Columbus. What the 
two papers did was a revelation and 
their enterprise was appreciated and 


commented on. 
* * * 


What real good was accomplished by 
driying a lot of more or less acquiescent 
supporters of Mr.. Volstead to a point in 
Alabama and showing them the spot 
where $250,000 worth of perfectly good 
bonded wares were taken from the 
storehouse, to be broken and burned up, 
while an envious crowd gazed at the 
proceedings? Was it to make them 
satisfied that the convention dates fell 
in May instead of the month this trag- 
edy occurred? 
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Tom Kavanaugh says ‘he only took 
passing interest in the treatment accord- 
ed the Prince of Wales by our boys 
“cutting in” and taking his dancing part- 
ners away, but since his visit to Colum- 
bus he better understands how the 
Prince felt when he found himself alone 
in the middle of the floor, and with no 


place to go, — 


Columbus has two live-wire organi- 
zations in the Rotary and Kiwanis Clubs. 
The former had Rotarian A. E. Mac- 
kinnon of the New York Club as its 
guest on Wednesday and Kiwanian 
Clarence Eyster of the Peoria club came 
in for signal honors on Thursday, On 
both occasions there was a generous 
sprinkling of visiting delegates. 

* * * 


Just the same Kunze put a real thrill 
into that invitation at Buffalo when he 
told of the luscious peaches and the 
tantalizing watermelons that were 
awaiting us. It sounded good, even if 
we didn’t get them. 


CIRCULATION NEWS AND NOTES 


Edward L. Coughlan has resigned as 
circulation manager of the Portland 
(Me.) Express-Advertiser and Sunday 
Telegram. He is going into the print- 
business with a brother. Cough- 
lan’s successor has not been selected. 
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Celebrities by the score were present 
at the annual reunion of the former 
Boston Newsboys’ Union, which went 
out of existence about three years ago, 
held last week at Young’s Hotel. Mrs. 
Curtis Guild was the chief guest at the 
dinner in view of the fact that her hus- 
band, the late Gov. Guild, was for years 
greatly interested in the union and in- 
dividual members of it. Other guests 
were Thomas Downey, circulation man- 
ager of the Globe; Ex-Secretary of 
State Donahue, Rabbi Harry Levy of 
Temple Adath Israel, who surprised 
everybody by declaring he was once a 
newsboy in Ohio; Immigration Com- 
missioner Skeffington, Mayor Peters, 
Harry E. Burroughs. The association 
subscribed $3,000 to the $2,000,000 Bos- 
ton College fund at the banquet. 


The Des Moines Register and 
Tribune staff rested on its journalistic 
arms the other night and celebrated in 
the fashion of victorious warriors the 
attainment of the 100,000 Sunday circu- 
lation objective. While the presses 
paused, 400 men and women who con- 
tributed to the feat were banqueted at 
Hotel Fort Des Moines by Gardner 
Cowles, publisher. They represented all 
facets of modern newspaper publication 
—circulation, editorial, business, advertis- 
ing and mechanical. J. N. Darling was 
master of ceremonies. Primarily, the 
gathering paid homage to the circulation 
department. 
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you must have a publisher’s rate card 


or a BARBOUR’S ADVERTISING RATE 


It’s just a question as to which method is 
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Many space buyers know from experience 
that BARBOUR’S ADVERTISING RATE 
SHEETS is the only practical method of 
maintaining rate files and that therefore it 


is the most economical. 


When you learn the real advantages of 
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SHEETS you will maintain our service. 
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GOVERNMENT CIRCULATION REPORTS 


HE movement inaugurated by the Audit Bureau 

of Circulations to induce the Government to 

abolish the rule requiring newspapers to file cir- 
culation statements semi-annually is not receiving 
the support that its friends had expected. The 
American Newspaper Publishers’ Association, the 
International Circulation Managers’ Association and 
one or two State Editorial Associations have passed 
resolutions urging the Government to continue the 
practice, while the Association of National Adver- 
tisers is about the only important organization that 
has passed resolutions urging its abolishment. 

The factor that seems now to be universally recog- 
nized by publishers as vital and helpful and con- 
structive in the Bourne Law of 1912, now in gen- 
eral force and effect in the newspaper business, is 
the force of compulsion, strange to relate. 

In 1913 there was formidable opposition to this 
law because it was compulsory. But now newspaper 
publishers seem to agree that it is a good thing that 
publishers MUST certify their circulations. 

Certainly we have traveled far in the past nine 
years. To be sure we have with us yet the circula- 
tion liar—the man who deliberately deceives and 
defrauds and misrepresents his circulation. But it 
is the earnest and sincere belief of Eprtror & Pus- 
LISHER that the percentage of publishers of news- 
papers throughout the nation who deliberately cheat 
and lie about their circulation is so small and in- 
consequential as to be hardly worth considering. 

The good publishers—the truthful publishers—the 
publishers certifying to correct figures of circulation 
are now pretty close to 99 44/100ths per cent. 

The complaint has been that when these mislead- 
ing statements of circulation are challenged and 
brought to the attention of the postal authorities 
that no attention is paid to them. If the Post Office 
Department could be authorized by Congressional 
enactment to investigate these complaints and take 
some action one way or the other upon them, the 
standing of these reports would be much higher. 

The Department when accused of laxity or ap- 
parent indifference offers as an excuse that it has 
not funds or organization for making investigations. 
This being true, what the Government should do to 
give these circulation statements authority that 
rightfully belongs to them is to perfect some ar- 
rangement with the A.B.C. whereby the efficient 
corps of expert examiners of the A.B.C. would be 
available to the Government without expense. 

Manifestly it would be inadvisable for the gov- 
ernment to appropriate funds for circulation veri- 
fication, as machinery for such purposes already 
exists and is in capable hands. 

Some such arrangement as the A.B.C. and the 
A.N.A. now have in operation to their mutual ad- 
vantage would immeasurably strengthen the govern- 
ment reports and the A. B. C. 

The principal objection to the abolishment of 
these semi-annual circulation reports is that it would 
give the Audit Bureau of Circulations a monopoly 
of the circulation auditing business, which it seems 
to us is not altogether undesirable for the very 
good reason that it is in the control of both ad- 
vertisers and publishers and the stronger it grows 
the more efficient service it can render. 

The Audit Bureau of Circulations is a most valu- 
able institution and has done notable work in making 
circulation statements more believable. But there 
can be absolutely no comparison between an A.B.C. 
circulation statement and a Government statement. 
One is a verified expert audited statement of fact 
with many side lights; the other is a publisher’s 
affidavit in figures without the essential detail, 


THE meeting of the National Association of the 

Teachers of Advertising, held recently at Pitts- 
burgh, served to call attention to the important posi- 
tion that courses in advertising now occupy in col- 
lege and university schools of business. Instruction 
is now given in more than thirty collegiate institu- 
tions, and in about fifty Y. M. C. A.’s academies 
and secular schools. The teachers, especially in the 
colleges; compare in ability and scholarship with the 
best in other branches of knowledge. Advertising 
is now regarded as necessary to the mental equip- 
ment of men who are in training for important 
executive positions. 
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Then in the place of all other delights 
substitute this, that of being conscious 
that you are obeying God, that not in 


word, but in deed, you are performing 
the acts of a wise and good snan. 


—EPICTETUS. 





AGENCIES’ COMMISSIONS 


HEN national advertisers, newspaper pub- 

lishers and publishers of business papers 

write endorsements of the stand taken by 
Tue Epitor & PusiisHer, that advertising agencies 
should derive their entire compensation directly 
from their advertising clients, it is obvious that a 
definite move should be made to settle upon a plan 
by which a widely desired change in the present 
method of collecting commissions from publishers 
may be effected. 

If the demand for a change needs greater em- 
phasis than is indicated in the letters published in 
another column of this issue, which are only a part 
of the large number received, that emphasis can be 
found in the action last week by the Association 
of National Advertisers in approving the report of 
its Committee on Agency Relations, calling un- 
equivocally for the payment of agencies strictly 
upon a service fee basis and directly from the 
advertiser. 

On every hand it is realized that the change that 
must come will cause confusion if it be not brought 
about by methods and agreements that are right, 
definite and constructive. Neither advertisers, pub- 
lishers nor agencies can do the job individually and 
alone. The interests of all are involved and only 
as the mutual welfare of all is conserved can any 
plan be fair, permanent and successful. That such 
a plan can be devised when the thought of repre- 
sentative men in all phases of advertising shall be 
concentrated upon it cannot be doubted. 

This, then is THe Eprtor & PuBLisHER’s suggestion: 

Agencies, newspaper publishers, publishers of 
periodicals and national advertisers being the parties 
in interest, let the representative organization of 
each of these divisions appoint three or five of its 
members to meet in one continued committee to dis- 
cuss every phase of the question and devise a 
method of procedure for ifs determination. This 
could be a simple and effective way of settling the 
entire question. 
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THE WORLD IS POORER TODAY 


HREE men, each distinguished in his own 
of endeavor, passed into the great beyond dor. 
ing the week just ended. All of them were, of 
had been, allied with journalism and contrib 
materially to its upbuilding. One devoted the later 
years of his life to the nation’s service, one Was the 
active head of the world’s greatest printing prgfi 
manufacturing concern and the third was a well. BS i 
kvown metropolitan newspaper executive, 
Judged by any standard, Franklin K. Lane Was 
one of the foremost men of the present generation 
of Americans. Possessing an enjoyable and Com: 
manding personality, broad culture, a keen mind anq 
firm belief in our country and its institutions he 
was a constructive leader in whatever cause he ¢. 
poused or public service in which he engaged, Hig 
vision was clear, and only the highest ideas off 
citizenship or government appealed to him, fis 
patriotism and desire to serve the nation was wp. 
selfish and when he retired from the Cabinet b,j" 
left the office a poor man. Many legitimate oppo. #4 
tunities for amassing wealth came to him while 9.9 
gaged in the affairs of state, but he rejected then $2 
all. It was not until hé resumed his business carer 
that he made the slightest attempt to retrieve th 
modest fortune he had spent in maintaining his pogi fori 
tion as a governmént executive. There are alto. Bsista 
gether too few Franklin K. Lanes in private life or beratio 
in public service, and his passing is a distinct loss Wa 
to the nation. = 
George Harriss Larke, advertising manager ani nd) 
assistant busines manager of the New Yok o 
World, whose sudden death on Sunday was agx# the 
vere shock to his friends and associates, owe be B 
his rise in the daily newspaper field to his fin play | 
sense of integrity, his ability to inspire confideng§i. B 
his broad grasp of the publisher’s problems and his News, 
indomitable spirit. He was a quiet, gentle man-—§iimu 
one who preferred to keep out of the limelight an fille is 
who rarely spoke in public. Those who had his§ad w 
confidence and enjoyed his friendship knew and a-§ Arti 
preciated those sterling qualities of character whichBy Ny; 
he possessed and that bound him to them. oars 
Mr. Larke was one of the comparatively few mea gla 
who, having achieved a measure of success as ify, | 
newspaper editor, devote the remainder of thei Mr] 
career to the business end of journalism. His earlier reWp 
experiences were heartbreaking as the newspapets favor, 
with which he was then connected were involved in Sher: 
labor and other troubles of the most serious cha-f,. 1, 
acter. As business manager of the Evening Malj.,4, 
when it was under fire during the War, he wong .. 
the admiration of New York publishers by tg" 
manner in which he conducted its affairs, Hips 4 
career on the World showed that he was entitled of" ™ 
be regarded as one of the most capable men in th a M 
newspaper business of our day. Ar ( 
In every industry there is usually one man wh irobal 
stands head and shoulders above his fellows & tral 
cause of his superior mastery of. the business # ; ' 
which he is engaged. Such a man was Oscar Roestt, Newf 
vice-president and general manager of R. Hoe & G, tiffe 
whose death occurred last week. J.C 
Starting as an apprentice, he worked his way wlosep 
until at the end he became the active head of the#York, 
greatest printing machinery manufacturing compall OBri 
in the world. He knew every detail connected witt[Suth 
the industry and could do the work of any employee mest 
in the Hoe establishment. Although conservative itflis a 
his ideas he was quick to adopt mechanical improve fis d 
ments that would increase printing press efficient. Cor 
Because of his intimate expert knowledge of the York 
business Mr. Roesen was called upon for advit New 
whenever and wherever new printing presses were By +, 
be installed. In his death the newspaper world st fj) 
tains a serious loss, for it was his genius and his Sok: 
close study of publishing problems that made P*fng 
sible the present efficiency in printing plants. Vand 
Time: 
vinte 














































THE Pittsburgh Chronicle-Telegraph prints daily 
a column of editorials from New York new 
papers, each appearing under the reproduced naiit n 
plate of the paper quoted. This treatment 5 

effective as it makes it easy for a reader to find ) Is 
editorial from his favorite metropolitan new: t 
The idea is good as it gives the readers of the His 
Chronicle-Telegraph a diversified view with * News 
to public questions. a 
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mpGAR D. SHAW, of the general 
management of the Hearst publica- 
and Miss Gertrude Stevenson, 


pls, 


yond dade known as a writer of special arti- 


1 were, ore fo 


r Boston and Washington news- 
rs, were married in New York last 


‘Ontrib 

the taal & The couple were attended by 
1 Was the _and Mrs. Walton Atwater Green, 
ting presi New York. Mr. Green was formerly 


US a well. BS? jated with Mr. Shaw on the Bos- 


Journal. 


Lane wa} — H. Harris, publisher of the Rich- 
enerationfiond (Ind.) Palladium, spent this week 
and com. New York. 

mind and fyrenus Cole, editor of the Cedar 


utions, he 


pids (Ja.) Republican and Times, is 


use he Bly to be a candidate for congress in 
ged. His he fifth Iowa district. He will run on 


ideas 9 


him. His 


1 Was wt 


‘abinet be kewspaper man, 


th Republican ticket in the primaries. 
| H. Masters, well known Utah 
has bought the Twin 


"Fils (Idaho) Daily Times, He will 


ate o ff 2 
while-@. tinue the paper on an independent 
cted then fe 


ess carerf A. G. Rutledge, of Minneapolis, sec- 


trieve the 


ary of the Northern Minnesota Edi- 


x his posi forial Association, has been appointed 
are alto sistant state commissioner of immi- 
ate life or Aeration. 


stinct los 


Warren Scripps Booth, assistant busi- 
kgs manager of the Detroit News, 


lager anid Miss Alice Newcomb were married 


a bee ii the country home of the bride, in 
res, owe ie Bloomfield Hills, north of Detroit, 
) his fix gay 14. Mr. Booth is a son of George 
onfidenc, {0 Booth, president of the Detroit 
1s and hsg\ews, and grandson of the late James 


tle man-@eémund Scripps, founder of the paper. 
elight anifie is a graduate of Yale University, 
» had hsfad was a captain of artillery overseas. 


Vv and ap- 


Arthur H. Boyd, principal owner of 


ter which ie New Brunswick (N. J.) Daily Home 


few men 
CESS as a 
of theit Mr. Boyd 
Tis earlier - 
ew spapers 
volved in 
ous chat- 


News and Sunday Times will sail for 
gland on the Aquitania May 24, with 
its. Boyd, to be absent several months. 
while abroad will place a 
“Wsprint contract for his own, and 
veral other newspapers whose _ pub- 
ishers believe that money can be saved 
y buying foreign newsprint at present 


ring Mal Porket prices. 

, he wong. “ es 

s by the Sir Campbell Stuart, K.B.E., manag- 
irs, Hig director of the London Times, and 


sntitled to tis mother, Mrs. Ernest Stuart, arrived 
en in they” Montreal from England last week. 


St Campbell’s business interests will 


man ww gibably keep him on this side for sev- 


llows be tral weeks. 


isiness it 


+ Roeseag¥foundland, to 


‘oe & Ca, 


return home 
Washington, and later 
inspect the North- 
iffe pulp and paper mills there. 


Before his 
he will 


visit 


]. Charles O’Brien, art director of the 


s way ®flseph Richards Company, Inc., New 


ad of the#York, who 
compat OBrien for 
cted witt Houthwestern 


sailed recently with Mrs. 
a four-months’ trip to 
Europe, was the honor 


employee mest at a farewell luncheon given by 
rvative it hs associates in the agency, prior to 
improve Bis departure. 


efficient). 
ge of the 
or advice 
's were t0 
orld sus 
; and his 
nade pos 
ts. 


ints daily 
rk news 
ed nati 
tment 8 
» find the 
ewspapet 
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Cornelius Vanderbilt, Jr., of the New 
York Times, and Mrs. Vanderbilt left 
New York yesterday on an automobile 
np to the Pacific Coast. Stops of sev- 
tal days will be made at Chicago, 
Wkane and Seattle. Vancouver Isl- 
ai is their final destination. Mr. 
landerbilt will be attached to the 


limes bureau in Washington next 
winter, 


IN THE EDITORIAL ROOMS 


y ISS WINIFRED G. GUTHRIE, of 
the Chicago Evening Post staff, 
joined the Chicago staff of the 

twspaper Enterprise Association, She 

assume many of the duties of Bur- 
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ton Roscoe, who recently left the 
N. E. A. to become editor of McCall’s 
Magazine. , 

George Schreiver, formerly of the 
Chicago City News Bureau, has joined 
the local staff of the Chicago Evening 
Post and will cover the Federal Build- 
ing. 

Clarence H. Wilson, city editor of 
the Port Chester (N. Y.) Daily Item, 
and his wife are enjoying a vacation at 
Saratoga, N. Y. 

William A. Linnane, city hall reporte: 
for the Hartford (Conn.) Times, has 
been reappointed a member of the city 
plan commission. Mr. Linnane has 
served two years, being appointed to fill 
the vacancy caused by the death of 
William A. Graham, formerly of the 
Courant. 


Harry Spang, former Buffalo photog- 
rapher, has just started a four months’ 
tour which will be spent in taking mo- 
tion pictures for an industrial film for a 
Buffalo corporation. 


W. W. Truax, city editor of the Dal- 
las (Tex.) Journal, the afternoon pub- 
lication of A. H. Belo & Co., and Miss 
Frances Adelle Kleber were married in 
Dallas recently. 

Cyril C. Clifton, of Des Moines, Ia., 
associate editor of the Iowa Homestead, 
and Miss Lucile Reaver of Eldora were 
married at the home of the bride’s pa- 
rents recently. 

P, D. Swick, connected with Iowa 
newspapers since 1869, will leave Iowa 
in the near future for California. He 
published the Northwood Weekly for a 
number of years, and was later con- 
nected with the Des Moines Register 
and other dailies in the State. 


E. M. Richter, of St. Paul, who for 
years covered the capitol for the Asso- 
ciated Press, and was afterward in 
charge of the publicity work of the 
Minnesota State Highway Commission, 
has been named secretary to Highway 
Commissioner Babcock. 


Charles E. Ogden, a veteran newspa- 
per man of Rochester, has been appointed 
canal publicity agent in the State public 
works department by State Superinten- 
dent Cadle. Mr. Ogden is a former 
city editor of the Rochester Times- 


Union and has since been member of. 


assembly, secretary to the mayor of 
Rochester and assessor, 


F. C. Scoville, who has been with the 
Associated Press at Panama, has been 
transferred to Havana, Cuba, as cor- 
respondent. He succeeds W. R. Down- 
ing, who has been in turn transferred 
to the San Francisco office. 


Miss Miriam Teichner, who is writ- 
ing a series of articles on conditions in 
Germany for the Detroit News’ turned 
an accident into a story on her ocean 
trip. She broke an arm on shipboard 
but used the other arm to tell her read- 
ers about conditions in Hamburg hos- 
pitals. 

E. G. Fitzhamon, formerly of the San 
Francisco Examiner, has joined the 
Bulletin’s sports department. 


Josephine Streatfeild is writing the 
art notes on the New York Galleries for 
the Detroit News in the place of Edith 
Powell during the latter’s absence from 
the city because of family illness. 


Fred E. Janette, for many years a 
writer and executive on. the staff of the 
Detroit News, has been appointed: State 
Commissioner of Pardons and Paroles 
by Governor Alex Groesbeck. The 
office is a newly created one, succeed- 
ing the old pardon board, and pays the 
occupant $5,000 a year. 


Miss Amanda Otto; editorial secre- 
tary of the Portland Oregonian,. and 
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| FOLKS WORTH KNOWING | 


RVIN F. PASCHALL, advertising 
manager of the Farm Journal, Phila- 


delphia, was elected president of the 
Poor Richard 


Club, at its an- 
nual election 
held last Mon- 
day. It was a 


lively election, 
but not quite so 
exciting as had 
been _ expected. 
Of the two can- 
didates that had 
been named to 
oppose Mr. Pas- 
chall, one, John 





Photo by Philips H Cross head 
Irvin T. PascHALi ef: tee J. H. 
Cross Advertising Agency, withdrew 


his name a day or two before the elec- 
tion, leaving only Bartley J. Doyle, 
president of the Keystone Publishing 
Company, as a rival candidate. 

Mr. Paschall is chairman of the pro- 
gram committee of the 1921 Convention 
of the Associated Advertising Clubs of 
the World. 

Other new officers of the Poor Rich- 
ard Club selected at Monday’s election 
are: First vice-president, Philip C. 
Staples, vice-president of the Bell Tele- 
phone Company of Pennsylvania; sec- 
ond vice-presidents, Karl Bloomingdale, 
retiring president, and member of the 
advertising agency of Bloomingdale & 
Weiler; Cyrus H. K, Curtis, president 
of the Curtis Publishing Company and 
the Public Ledger Company; Rowe 
Stewart, general manager of the Phila- 
delphia Record and president of the 
Associated Advertising Clubs of the 
World; Charles A. Stinson, president of 
Gatchel & Manning; treasurer, J. M. 
Fogelsanger; secretary, William H. 
Martin, of the Holmes Press; directors, 
E. S. Edmondson, advertising manager 
of the North American;.Jack A. Lutz, 
advertising manager of the W. B. 
Saunders Company, medical publishers ; 
and John H. Sinberg. 


W. E. Marion, formerly assistant city 
editor of the same paper and now sec- 
retary of the Portland Civil Service 
Commission announced their marriage 
last week. Miss Otto has been with the 
Oregonian more than 15 years, 
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Herbert R. Toombs has joined the 
staff of the Worcester (Mass.) Tele- 
gram as Clark University correspondent. 

Harry Norbery is now staff photog- 
rapher of the Worcester (Mass.) Tele- 
gram. 


THE BUSINESS OFFICE 


B J. REYNOLDS has been appointed 

* to the management of the Capper 
Publications’ Chicago office, succeeding 
J. C. Feeley, who becomes advertising 
counsellor to the Chicago office and spe- 
cial Western representative on certain 
agricultural accounts. 

C. A. Abraham, who has been adver- 
tising manager of the Vancouver 
(B. C.) World for several years, is 
now acting as business manager for the 
new publisher of the paper, Charles 
Campbell. 

Harry Watts, advertising manager of 
the Des Moines Register and Tribune, 
and Chester Coggswell, of the Coolidge 
Advertising Agency are candidates for 
the presidency of the Advertising Club 
of Des Moines. The annual election is 
to be held May 24. 

Raymond Bissell, business manager 
of the Buffalo Commercial, was offered 
but declined reappointment as member 
of the Buffalo Board of Education. 
Mr. Bissell is Buffalo’s postmaster un- 
der temporary appointment. 

William F. Oakley, for nearly nine 
years with the New York American, 
part of that time as manager of for- 
eign advertising, has joined the New 
York office of the Gravure Service Cor- 
poration, foreign advertising represen- 


tative of newspaper rotogravure sec- 
tions. 
J. W. O’Connell, former business 


manager of the old Hartford Post and 
more recently a special collector for 
the U. S. Internal Revenue Depart- 
ment, has been appointed assistant to 
the publisher of the Jamestown (N. Y.) 
Morning Post. Before going to Hart- 
ford, Mr. O’Connell was auditor in the 
business departments of the Bridgeport 
Post, Telegram and Sunday Post. 

R. B. Chandler has been appointed 
business manager of the Birmingham 
Post. 

George E. Piper has resigned as agri- 
cultural and rural marketing adviser 
with the Ferry-Hanly Agency, Chicago, 
and has joined the Capper Farm Press 


organization. 
1 OGRE: OTP er nee 





The following papers have signed con- 


tracts for the Haskin Service for one 


year: 


‘The 
‘The 
‘The 
‘The 
‘The 
‘Th 
‘The 
‘The 


New Orleans 


© 


Times-Picayune 


Salt Lake Tribune 
Topeka State Journal 


Knoxville Sentinel 


Allentown Evening Item 
Warren (Ohio). Chronicle 


Lorain (Ohio) Times-Herald 
Alliance (Ohio) Review & Leader 
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George E. Scroggie, advertising man- 
ager of the Toronto Mail and Empire, 
has just been elected president of the 
National Club, Toronto. 

D. J. Mahoney has been appointed gen- 
eral manager of the Dayton (Ohio) 
News and Orville Harrington manager 
of forcign advertising for the Dayton 
News and Springfield News under 
changes recently made by James M. 
Cox, owner of both papers. 


WITH THE AD _ FOLKS 


A. HOLLINGSHEAD, advertis- 
ing manager of the Saxon Motor 
Car Corporation, has returned after a 
three months’ trip to the automobile 
shows. 

A. W. Bull, won the $50 prize offered 
by J. H. Nortridge, president of the 
North Ridge Brush Company, Freeport, 
Ill. The contest was for the best written 
plan to bring the company’s summer 
vacation offer before students. 


Charles W. Collier has resigned as as- 
sistant business manager of Lumber to 
become executive secretary of the Ad- 
vertising Club of St. Louis, succeeding 
Fuqua Turner, who has become execu- 
tive secretary of the St. Louis Missouri 
Centennial Association. 

Miss Elsa Queller, advertising man- 
ager of the American Trust Company 
and a student of the class in advertising 
at Washington University, won. the first 
prize of $25 in a life insurance advertis- 
ing writing contest. 


NOTES OF THE AGENCIES 


QYILLARD FAIRCHILD has joined 

Hoyt’s Service, Inc., New York, as 
art director. He was previously con- 
nected with the Amsden Studios, Cleve- 
land, as supervisor of production and 
layouts. Previous to this, Mr. Fairchild 
was art director of Fuller & Smith. He 
did free lance work in New York for 
a number of years. 


The Lindsay Association of Artists 
has been incorporated in New York. 
The officers are F. E. Lindsay, president 
and T. J. Peters, vice-president. 

McCutcheon-Gerson Service, Chicago, 
is enlarging its quarters by taking addi- 
tional space next to their present offices 


on the 10th floor of the Garrick Theater ° 


building. 


The Associates Agency was recently 
incorporated in New York with C. P. 
Hayes as president. H. Sutcliffe as vice- 
president and A. F. Reilly as secretary- 
treasurer. Don Hayward, assistant art 
director of the Daily News, has also 
purchased an interest in the agency and 
will direct the art department. Offices 
are in the Gotham Bank Building. 

Sidney B. Egan, formerly of the Egan 
Company, Chicago, is now a member 
of the Chicago staff of the Potts-Turn- 
bull Advertising Agency. 

Stanley; Nowak has taken over the 
management of the mechanical produc- 
tion of Hoyt’s Service, Inc., New York. 
Mr. Nowak was formerly president and 
general manager of the Gornay Adver- 
tising Agency and prior to that was 
general manager of the Irving Press. 

Irving F. Morris, head of the plan 
department in the San Francisco office 
of the Izzard Company became manager 
of that office on May 1 succeeding L. A. 
Pierce. Mr. Morris was formerly with 
the copy department of the Izzard Com- 
pany’s Seattle office. 

A. L. Rice, who was recently trans- 
ferred from the New York office to the 
Boston office of Hoyt’s Service, Inc., 
has been made manager. Mr. Rice has 
been associated with Hoyt’s Service 
since 1912, in the’ production department. 
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A bill in equity against Fred J. Bur- 
rell, former State treasurer, and Frank 
O. Howlett of Winchester, has been 
filed by Warren L. Newcomb of Fitch- 
burg, in which he asks the court to ap- 
point a receiver to terminate the part- 
nership and to refund to him his share 
in the business of Howlett & Newcomb, 
Boston Advertising agents at 18 Tre- 
mont street. 


George F. Farrah has become asso- 
ciated with Frank Kiernan & Co., adver- 
tising agency, New York. He will de- 
vote his time to developing general ac- 
counts. He has been connected with the 
New York Times and for the last year 
advertising manager of a_ technical 
magazine in the marine field. 


George H. Daugherty has left Critch- 
field & Co., to become a vice-president 
of Johnson, Read & Co., Chicago. Mr. 
Daugherty was five years with Lord & 
Thomas, and eight years with Critch- 
field & Co., as head of the copy depart- 
ment. Prior to entering the advertising 
business, Mr. Daugherty was in news- 
paper work as reporter, correspondent 
and editor. His last connection was as 
news editor of the Indianapolis News. 


William T. Mullally, Inc., New York 
advertising agency, has enlarged his 
offices of 198 Broadway, by moving 
from the ninth to the tenth floor, there- 
by doubling their space 


Miss Elizabeth Deery, for the last ten 
years in charge of the contract and for- 
warding department of the J Walter 
Thompson Company, and more recently 
with John M. Branham Company, has 
joined the forces of the James Adver- 
tising Agency, Inc., New York, in 
charge of the contract and forwarding 
department. 


The New York Council of the Amer- 
ican Association of Advertising Agen- 
cies held its monthly luncheon, May 20 
at the Hotel McAlpin. Dwight W. 
Morrow, vice-president of J. P. Mor- 
gan & Co., who has recently returned 
from a protracted visit abroad, where 
he studied financial conditions in Eng- 
land, France and Germany, gave an in- 
teresting talk. 


W. L. Agnew has joined Critchfield 
& Co., Chicago advertising agency, as 
copy director. His early experience 
was gained as advertising manager of 
the Northern Pacific, where he coined 
the well known slogan “See America 
First.” He has also been with Lord & 
Thomas, Hudson Motor Car Company 
and more recently with Henri, Hurst 
& McDonald. William E. Prickett has 
joined the same agency as art director, 
coming from the H. Walton Heegstra 
Company. 


Employes of N. W. Ayer & Son will 


give a musical advertising fantasy in the 


“Give Us Something Different!” 


(A Typical Conversation) 


“What's in the paper today?” 
“Oh, nothing new—same old stuff.” 
Xx a + 

Even the best newspapers have lost 
thousands of good subscribers this 
way. * * «* 

“Give us something different!” they 
cry eternally. The abler the editor, 
the louder this cry seems. 

* * * 

You want writers like J. P. McEvoy 
who don't ride on one old idea day 
after day—“Monday’s Lesson” in the 
unsurpassed McGuffy 
“Typical Conversations,” inimitably 
true, every Thursday; “Twin Bed 
Lectures,” tragically funny, every 
Saturday; unexpected essays and 
verse Tuesdays, Wednesdays and Fri- 
days,—more variety in one week 
than most humorists have in a year. 

* = ” 


Wire for it today! 
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Philadelphia Academy of Music May 
23. The Ayer employes have a dramatic 
organization called “The Frolickers,” 
and one of the principal characters in 
the show is to be the executive of a 
twentieth century advertising house who 
wonders what he could have done had 
he lived centuries ago and possessed his 
present-day knowledge of advertising. 
“Let’s Go” is the name of the fantasy 
which was written by members of “The 
Frolickers.” Most of the music was 
composed by Howard H. Hoyt of Chi- 
cago, a former representative of N. W. 
Ayer & Son, and many of the scenic 
effects have been designed and executed 
by advertising artists. The instrumental 
music will be furnished by twenty-one 
members of the Philadelphia Orchestra. 


S. W. Meek, secretary of Hoyt’s Ser- 
vice, Inc., has been transferred from the 
New York to the Boston. office. When 
at the New York office, Mr. Meek was 
assistant to the president. 


The Boston advertising agency con- 
ducted by Samuel M. Rachlin, for the 
past four years, has been taken over by 
the Rachlin Advertising, Inc. Mr. 
Rachlin will be president and general 
manager of the new company, which 
was incorporated in Massachusetts. 


George S. Botsford has become dis- 
tribution manager for the advertising 
agency of Botsford, Constantine & Ty- 
ler, with headquarters at Portland. 


S. W. Frankel, of Boswell & Frankel, 
New York, is leaving for Europe to- 
day. Mr. Frankel also is one of the 
owners of the American Art News and 
a part of his work abroad will be in the 
interest of that publication. 


Mrs. Clara C. Squires, formerly copy 
and sales-letter wrifer and director of 
sales promotion of the Woman’s Insti- 





tute, has become copywriter and mer. 






chandising counsel with the Swish 
Advertising Service, Scranton, Pa, 
Robert H. Zerfing, of the N, wy 
Ayer & Son Advertising Agency, will 
speak on “Advertising and Copy” x 


the meeting of the Albany Advertis 


Club, May 23, 


ing 


Frank E. Fehlman, vice-president of 
Churchill-Hall, Inc., and the new preg. 
dent of the Advertising Club of Ney 
York, has resigned ftom that agency, ty 
become vice-president and general map. 
ager of J. T. H. Mitchell, Inc., Noy 
York advertising agency. 


New Firm of ‘‘Specials” 


S. C. Stevens, George W. Gibbs anj 
John H. Baumann, all of New Yor 
will form the Stevens, Gibbs & Bau. 
mann Company, Inc., special newspaper 
representatives, opening offices June | 4 
47 West 35th street, and also maintajp. 
Mr. Stevens was 
for many years a newspaper represent. 
tive in New York and Mr. Gibbs ha 


ing a Chicago office. 


been on 
New York Tribune. 


Gallien a Hoe Officer 


the advertising 


staff of the 


Mr. Baumann has 
for the past sixteen years been cop. 
nected with the Frank Presbrey Con. 
pany in various capacities, and is noy 
assistant secretary of that company, 


A. J. Gallien, who has been thirty 
years in the service of R. Hoe & (, 
printing press manufacturers, was elec. 
ted second vice-president of that com- 
pany at a meeting of the board o 
Mr. Gallien began 
his business career with the Hoe Con- 
wide acquaintanc 


directors May 12. 
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ADVERTISERS ONLY SHOULD 
PAY AGENTS 


(Continued from page 5) 





to take the necessary steps to obtain 


such action. 

Although the meeting was held be- 
hind tightly closed doors, vigilantly 
guarded against non-members and the 
press, there was no doubt about the 
temper of the members, outside the 
convention room, over the subject of 
agency relations and about their 
emphatic belief that the advertising 
agency must represent the advertiser 
exclusively and in his dealings with a 
media obtain the lowest possible rate 
for the advertiser, regardless of the 
effect on his commissions. 

One whole afternoon’s session—on 
Friday—was devoted to agency mat- 
ters and it was here that the agency 
relations committee report was ap- 
proved and the association placed 
itself on record for service fee pay- 
ment for the advertising agent by the 
advertiser. The agency relations com- 
mittee was instructed at the same time 
to prepare a statement clearly giving 
the A. N. A.’s views on agency service, 
to be distributed at the. earliest pos- 
sible moment to every publisher, ad- 
vertising agent and every other factor 
interested, so that there need be no 
misunderstanding thereafter on what 
the A. N. A. stands for. It is expected 
that this statement will be ready to be 
sent out next week. 

While Epiror & PusiisHEeR has not 
been informed as to the details of the 
forthcoming statement, its spirit, as 
stated above, clearly means that the 
A. NX. A. has decided the time has ar- 
rived for a complete revolution in ad- 
vertising agency relations. 

It means that the A. N. A. considers 
it impossible for an advertising agent 
to serve two masters—the publisher 
and the advertiser—any longer. 

If A. N. A. members carry out the 
desires of the convention, the adver- 
tising agent who does business with 
them hereafter will act as the repre- 
sentative of the advertiser only and 
abolish entirely the practice of col- 
lecting a commission from the pub- 
lisher on the ground that he is the 
latter's agent also. and in addition 
charging the advertiser) én the other 
end for services rendered, 

For years this matter of agency re- 
lations has been talked about without 
effecting any general change, although 
some large national advertisers have 
gone on the service fee basis and sev- 
eral of the bigger agencies of the 
country have so changed their meth- 
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STANDARD 
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ods of operation—but never has feel- 
ing on the part of the national adver- 
tiser been so tense as now nor the sit- 
uation seemed so near the breaking 
point. 

What the powerful force repre- 
sented in the A. N. A. membership can 
do to have its way in changing agency 
relations to suit its own desires, if it 
enforces fully the sense of its conven- 
tion, is easily recognizable when it is 
considered that its 300 members are 
said to control 80 per cent of the 
money spent yearly in national adver- 
tising through advertising agencies. 
A. N. A. members last year alone spent 
over $200,000,000 in advertising. The 
total capitalization of membership con- 
cerns is approximately $6,000,000,000. 

In connection with the acceptance 
of the report the A. N. A. resolved to 
co-operate with all factors involved— 
the advertising agencies and the pub- 
lishers—in an endeavor to bring about 
a clearer understanding of agency re- 
lations and to work out a standard of 
practice. 

In talking unofficially with the rep- 
resentative of Epitor & PUBLISHER 
A. N. A. members invariably brought 
up the agency relations subject. 

There was plenty of talk around the 
Traymore Hotel lobby about relations 
between the A. N. A. and the Amer- 
ican Association of Advertising Agen- 
cies being considerably strained—per- 
haps not so much now as they were a 
menth ago, when an open break 
seemed imminent, but was smoothed 
over for the time being at least by the 
action of the A. A. A. A. executive 
committee at its meeting, April 12 and 
13, in placing the “4 A’s” on record to 
the effect that so long as differences 
in newspaper advertising rates on local 
and national advertising prevail, “ad- 
vertising agencies representing na- 
tional advertisers cannot be criticized 
for endeavoring to purchase space at 
the lowest possible rate.” 

The story is that the threatened rup- 
ture between the two bodies was due 
to the activities of certain officials and 
committees of the A. A. A. A. which 
resulted in appeals being sent out 
broadcast early in April by the Six- 
Point League of New York and the 
Chicago Newspaper Representatives’ 
Association urging newspapers to deny 
national advertisers any rate lower 
than card net rates for national or for- 
eign advertising on the ground that to 
allow national advertisers local or 
lower rates on copy placed through 
local representatives would tend to 
undermine the advertising agency 
business and at the same time might 
injure the standing of offending news- 
papers with advertising agencies. The 
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sending out of these appeals was 
based on conferences between ac- 
credited committees of the A. A. A. A. 
and the special representatives’ organi- 
zations and was plainly so stated. 

It is understood that the Association 
of National Advertisers immediately 
protested to the A. A. A. A. that such 
a position was not in the advertisers’ 
interests—that A. N. A. members con- 
sidered the advertising agent to be 
their personal representative only and 
therefore was expected to obtain the 
lowest possible rate for them on space 
at all times. It demanded an imme- 
diate official repudiation of what had 
been done by the A. A. A. A. commit- 
tees and officials involved, and the 
matter was the first thing that came 
before the executive board meeting at 
its April meeting, being acted upon in 
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accordance with the A. N. A’s ulti- 
matum., 

Although officially considered by the 
A. N. A. to be a complete repudiation 
of the “4-A” committees and officials 
complained of, the subject was still 
fresh in the minds of A. N. A. mem- 
bers at the convention and was cred- 
ited by most of them with bringing the 
service fee basis of agency payment to 
a decision. 

Other A. N. A. members emphatic- 
ally voiced their dissatisfaction with 
the A. A. A. A. executive committee’s 
resolution calling upon newspapers to 
“equalize and standardize” local and 
national rates. They contended that 
neither “equalizing” nor “standardiz- 
ing” was’a recommendation for lower 
rates, but instead would result, if any 
changes were made, in the local rate 
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being raised to meet the national rate 
and in the end would mean no saving 
whatsoever for the advertiser. In 
cases where the national advertiser is 
now getting the benefit of local rates 
through co-operative arrangement with 
his local dealer such equalizing of 
rates, it was pointed out, would ac- 
tually increase the cost. 

The general view seemed to be that 
so long as the advertising agent de- 
rives a commission based on the pub- 
lishers’ advertising rate when buying 
space, he cannot serve the advertiser's 
best interests any more than any one 
else can serve two masters, and the 
only way out of the unsatisfactory sit- 
uation is to insist on the agent repre- 
senting the advertiser only. 

AGeENcIES LACKING IN SERVICE? 

One prominent member of the A. N. 
A. told Eprror & PusiisHeEr that, as 
they are operating today, he did not 
consider that over fifty out of the more 
than 1,100 agencies in the United 
States are rendering efficient service 
to the advertiser. “The result has 
been,” he said, “that many national 
advertisers have taken over them- 
selves and made part of their own 
efficient advertising departments much 
of the work that was formerly done 
by agencies. Very few big national 
advertisers today are dependent to any 
great extent on agency service, and I 
honestly believe that in a surprisingly 
short time many more advertisers will 
eliminate agency service altogether 
and deal direct with the publisher. It 
is coming to that. Just watch.” 

The Atlantic City meeting was en- 
tirely different from any former con- 
ventions of the A. N. A. in that no 
formal papers were read by members 
and there were only three non-member 
speakers. 

J. W. Sanger, trade investigator of the 
Department of Commerce, told of his 
recent visit to China and Japan and of 
American trade opportunities there. 

Dr. Tehyi Hsieh, director of the Chi- 
nese Government Bureau of !nforma- 
tion in New York, spoke on China’s 
development under republican govern- 
ment and outlined many benefits Ameri- 
ca can derive by being friendly and 
helpful to China during the critical stage 
of her evolution. 

Richard J. Beamish of the Philadel- 
phia Inquirer spoke on “The Future 
Newspaper and Advertising Medium” 
saying it would be a twice-a-day daily 
news film carrying news and pictures 
flashed from all parts of the world. 

Aside from these three diversions the 
A. N. A. members stuck right to their 
allotted assignment of “fitting advertis- 
ing into marketing plans to better ad- 
vantage.” The subject was treated from 
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all angles and when the meeting ad- 
journed President Mont Wright, of the 
John B. Stetson Hat Company, Phila- 
delphia, stated to Epitor & PUBLISHER 
that ideas and suggestions of priceless 
value had been obtained through the 
discussions. 

One angle of the program topic that 
aroused much interest and discussion 
was “Partnership Advertising,” ably 
handled by Austin Kilham of Bird & 
Son, in which the speaker told of his 
experiences with local newspaper cam- 
paigns on the “50-50” basis with dealers. 
He said he found the method very suc- 
cessful, especially during the last few 
months, in selling goods. Closer con- 
tact with the dealer was secured, which 
resulted in his pushing the sale of Bird 
goods more inferestedly than dealers 
had ever done before. Mr. Kilham said 
the plan actually enabled his firm to 
effect economies in marketing its goods. 
Presentation of his views was followed 
by an intensive discussion in which sev- 
eral valuable points were brought out. 
One was that in going in with dealers 
in partnership campaigns the salesmen 
of the company must be entirely sold on 
the proposition or the best results are 
not obtainable. 
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Another was that publicity along such 
lines does not succeed properly unless 
the goods are nationally known and the 
dealer can be made to recognize that it 
is to his interest to sell them in pref- 
erence to others. 

The matter of rates entered into the 
discussion and reports were given that 
in some cases members had to pay the 
full card rate on national advertising, 
others obtained local rates and some 
stated that they were actually getting 
a lower rate than even local. It was 
a case of bargain for the best rate 
obtainable. 

W. B. Stewart of the Oliver Type- 
writer Company, Chicago, said he had 
obtained better results from direct mail 
advertising than he did from space ad- 
vertising during the past few months. 
He said response to his space advertis- 
ing, in both newspaper and magazines, 
had fallen off so much and that he re- 
sorted to the experiment of cutting off 
space advertising altogether and trying 
out direct mail methods. To his sur- 
prise he found that he secured more 
and at less cost than through 
“space.” However, Mr. Stewart re- 
minded his hearers that it was a condi- 
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tion of the times and he did not believe 
the plan would hold good under normal 
conditions. 


J. I. Clark, vice-president of the Na- 
tional Bank of Commerce, New York, 
said it was necessary for business men 
undertaking an advertising campaign for 
the purpose of creating good will to 
make organization preparations before 
starting so as to be ready to handle the 
results properly when they began to 
come in. Too many advertisers for 
good will wait until the advertising has 
begun to bring in responses before tak- 
ing steps to handle them, with the result 
that much of the benefit is lost. “Don’t 
wait for the space to create the demand, 
get ready ahead of time,” Mr. 
Clark’s advice. 

G. Lynn Sumner of the International 
Correspondence Schools, Scranton, Pa., 
reported that his firm had found it much 
more advantageous to handle the distri- 
bution of industrial films itself than 
to give them into the care of the big 
exchanges. 

Secretary John Sullivan’s _ report 
showed a great increase in the demand 
for data service by members of the A. 
N. A. The number of individual inquir- 
ies handled by the headquarters office 
for the year ending November 30, 1920, 
was 29,478. In the first five months of 
this year they amounted to 16,493. It 
is estimated that the total for the year 
will reach 40,000. 

Mr. Sullivan reported that a great deal 
of legislative work had been done by the 
A. N. A. during the past year. State 
bills to tax advertising were successfully 
opposed in Massachusetts, New York 
State, New Jersey, Pennsylvania, Vir- 
ginia and Tennessee. One passed in 
Vermont, having been rushed through 
at the last minute without the knowledge 
of the A. N. A. All the bills pertained 
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to billboards, but Mr. Sullivan pointed 
out that the association would have 
taken just as active an interest in oppos- 
ing any affecting newspapers, magazines 
or other forms of media, had they ‘come 
up. It is the principle of taxing ad- 
vertising expenditures that the A. N. A, 
is interested in primarily and not the 
class of media affected. 

A new by-law was adopted providing 
that the retiring president shall serve 
as a member of the board of directors 
for one year after relinquishing the 
executive chair so that the board may 
have the benefit of his experience. 

No action was taken to fill the places 
on the board of directors left vacant by 
the retirement of William A. McDermid 
and Don Francisco. The _ executive 
board, at its next meeting, will make 
appointments. 

Summed up the A. N. A. meeting left 
the distinct impression that the adver- 
tising man of today has become definite- 
lv a marketing man. He has stopped 
talking about tools only and is con- 
cerned in what the tools will do. He is 
looking beyond the technique of adver- 
tising into the markets and is more con- 
cerned in sales than whether a cut 
should be at the top or the bottom of 
a piece of copy, as one member aptly 
expressed it. 

The service rendeted the A. N. A. at 
the Traymore was the best it ever had 
at a convention, and officials and mem- 
bers were profuse in their compliments 
to John C. Benson of the hotel manage- 
ment, who took personal charge of the 
arrangements. Mr. Benson, by the way 
is Senator Walter E. Edge’s old partner 
in the ownership of the Atlantic City 
Press and Union. When Senator Edge 
retired on going to Washington Mr, 
Benson sold out his interests, too. In 
his new position he is just as active. 


PUBLISHER 


of a leading morning paper in one of 


the largest cities of the Middle West 


desires to obtain the services of a 


high powered, broad guaged Business 


Manager. Brains, intuition, success- 


ful experience, never say die spirit, 


are main requisites. 


satisfactory to the right man. 


Salary will be 
Ad- 


dress, in confidence, F., Box A-559, 
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GEORGE LARKE DEAD 
IN 51ST YEAR 


New York World Executive Had Dis- 
tinguished Career in All Branches 
of Newspeper Work in Middle 
West and Eastern Cities 


George Harriss Larke, advertising 
manager and assistant business manager 
of the New York World, died May 15, 
at his home in New York, after a three- 
day illness of lobar pneumonia. He had 
been at his desk the previous Thursday, 
when he mentioned to his associates that 
he was feeling ill. Hope of recovery 
was held out until Sunday morning, 
when his heart action failed. Mr. Larke 
was in his fifty-first year, having been 


born at Markesan, Wis., July 17, 1870. 

















Georce Harriss LARKE 


Mrs. Larke, who had gone to Indian- 
apolis last week for an operation on 
her throat, hurried back to New York 
upon hearing of Mr. Larke’s illness and 
reached their home an hour before his 
death, He had made a strong fight to 
live until she arrived and was conscious 
until the end. 

Mr. Larke had been in New York over 
six years, following experience in every 
line of newspaper work in the West. 
Early in life he entered journalism in 
the Northwest, in Superior and Duluth, 
serving as managing editor of the News- 
Tribune in the latter city. After further 
editorial work in Columbus, Ohio, he 
bought the St. Joseph (Mo.) Gazette 
and in that city he married Miss Lillian 
Tootle twelve years ago. 

On selling the Gazette he became pub- 
lisher of the Kansas City Post, also 
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having charge of the Post in Denver 
under the same ownership. His next 
step was the purchase of the old India- 
napolis Sun, from which he went to the 
3oyce Publications as general manager. 
Since coming to New York, his work 
has been with the Evening Mail as busi- 
ness manager for four years and with 
the World for the past three years. 

During the latter period he has been 
active in the work of the Publishers’ 
Association of New York City and of 
the American Newspaper Publishers As- 
sociation, declining re-election as treas- 
urer of the A. N. P. A. at the recent 
meeting in New York. He has taken 
an active part in the negotiations of 
new labor scales for the New York Pub- 
lishers’ Association. 

The Morning World in its issue of 
May 17, eulogized Mr. Larke editorially 
as follows: 

“George H. Larke, advertising man- 
ager, and assistant business manager of 
the World, found time in his too brief 
life of but fifty years for many things. 
Distinguished and conspicuous though it 
was, the greatest of these was not that 
untiring labor in his profession which, 
guided by keen intellect, made him wide- 
ly known as a master of the business 
of publication in all its branches. Above 
that proficiency those who knew him best 
would unhesitatingly place his fine integ- 
rity and his capacity for inspiring trust 
and confidence. The monument of Mr. 
Larke’s half-century, in which devoted 
toil and sympathetic understanding of 
others so happily blended, is the memory 
of a kindliness that never wearied and 
a character that always commanded re- 
spect.” 

Funeral services were held at his 
home Monday afternoon, Rev. Dr. Karl 
Reiland, of St. George’s Protestant Epis- 
:opal Church, officiating. All New York 
newspapers were represented at the 
services and the honorary pall-bearers 
were Maj. T. E. Thresher, U. S. M. C., 
brother-in-law of Mr. Larke; J. P. Mc- 
Kinney, representative of the out-of- 
town newspapers; Lincoln B. Palmer 
for the A. N. P. A., and Howard Davis 
of the New York Tribune; and Anton 
L. Trunt.’ Interment was at Mrs. 
Larke’s former home, St. Joseph, Mo., 
Thursday. 


OSCAR ROESEN DEAD 


Probably Installed More Printing 
Presses Than Any Other Man 


Oscar Roesen, vice-president and gen-. 


eral superintendent of R. Hoe & Co., 
printing press manufacturers, having 


risen from apprentice boy during his 
48 years’ service with the company, died 
May 14 of heart disease while reading 
a newspaper after breakfast at his home. 
He had been at his desk Friday as usual 
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at the Hoe offices. He is survived by 
his wife, a daughter, and two sons, Os- 
car, Jr., in the sales and engineering 
departments of the Hoe Company, and 
Robert. 

In knowledge of the manufacture of 
printing presses Mr. Roesen was be- 
lieved to have had few equals, and at 
a dinner given in his honor in Phila- 
delphia a year ago the assertion was 
made that he had installed more presses 
than any other man in the world. His 
knowledge of the business was not lim- 
ited to the mechanical end, for after 
passing through the various grades of 
employment with the machines he en- 
tered the selling department and was 
sales manager before becoming a direc- 
tor and vice president. 

He was born in Manhattan August 
13, 1857, and when only 11 years old 
went to work in a print shop. He en- 
tered the Hoe plant five years later, and 
during his long career aided the devel- 
opment of the printing press to its pres- 
ent stage of perfection. 





FRANKLIN K. LANE 


Late Interior Secretary Always Proud 
of Newspaper Experience 
Franklin K. Lane, who died suddenly 
this week, prefaced his long career as a 
public servant with several years’ serv- 
vice in all branches of newspaper work, 
from reporter to editor and publisher. 


29 


The New York Herald, commenting 
editorially upon his passing, takes pride 
in asserting that the late Secretary of 
the Interior was a member of its staff 
after graduating from college and also 
notes that he was correspondent in New 
York for several out-of-town, news- 
papers before going to Tacoma, Wash., 
as part owner and editor of the Daily 
News. 

His sturdy patriotism and vision of 
the future of America were strongly 
impressed upon the advertising men of 
the country by an address he delivered 
at the Philadelphia convention of the 
Associated Advertising Clubs of the 
World in 1916, when events were draw- 
ing the United States into the European 
war. In that address he said: 

“We in America . . . are discovering 
our country. Every tree is a challenge 
to us and every pool of water and 
every foot of soil. The mountains are 
our enemies. We must pierce them and 
make them serve. The wilful rivers we 
must curb; and out of the seas and the 
air renew the life of the earth itself. 

Ve have no time for war. We are 
doing something so much more im- 
portant. When war comes to a dem- 
ocracy it comes because we are not 
allowed peacefully to work.” 


Veteran Ad Agent Dead 


John Phillips Scrymser, for many 
years with the Howland Advertising 
Agency in New York, died May 16. 








Business in New kngland 


New England is a bright spot on the industrial man 
It makes an exceptionally good showing in the monthly 
report of the United States Employment Service. The 
investigators find that in this part of the country in- 
dustry has been reviving faster than elsewhere, and, 
in this connection, it is to be borne in mind that the 
depression here was at no time as severe as it has 


been in some other sections. 


Now, while unemploy- 


ment and part-time work are still in evidence, New 
England is in the van of the procession on the road 
to nérmaicy....Among the cities, Boston is in the 


front rank.... 
What of the future? 


The report is distinctly en- 


couraging in prophecy as well asin statement of pres- 
ent conditions. It forecasts marked enlargement next 
fall in the demand for textiles and other manufac- 


tured producis.... 


The report is an interesting and valuable exhibit 
in the case for New England as a good place in which 


to live and do business. 


If we have here no cities 


whose population mounts like a sky-rocket through 
the census returns, we have less marked variations 
from a steady and high level of prosperity than occur 
from time to time in other sections of the land..... 
—Editorial, Transcript, May 6. i9?1 
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any other evening paper. 
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Obituary 


Cuartes James: Bowell, 
and manager of the 3elleville (Ont. ) 
Intelligencer, died last week, aged 54. 
He was the son of the late Sir Mac- 
kenzie Bowell, ex-premier of Canada, 
who founded the paper in 186/. 


president 


Leopotp B. Davipson, founder and 
editor of the Newcastle (Ont.) Inde- 
pendent, died in Newcastle in his 63rd 
vear, after a week's illness of pneu- 
monia. 


Apert G. BRADFORD, a member of the 
advertising firm of N. W. Ayer & Son, 
Philadelphia, died May 16 after an ill- 


ness of several weeks. Mr. Bradford, 
the ninth in direct descent trom Gover- 
nor William Bradford of Plymouth 


Colony, was born in Connecticut, No- 
vember 1, 1855. He went to Philadel- 
phia in 1884, entering the employ ot 
Aver & Son as bookkeeper. He was 
admitted to the firm January 1, 1898. 
Mr. Bradford had long been an ac- 
tive worker in the Presbyterian Church 
and was also a member of the Manu- 
facturers’ Club, Poor Richard Club, City 


Club, Down Town Club, and of the 
New England Society. 
CuristopHeR J. Perry, Sr, for 36 


years editor of the Philadelphia Trib- 
une, a negro newspaper, died May 15 
in that city. He was 66 years old. 


Cuar.tes J. Bowe t, publisher and 
manager of the Belleville (Ont.) In- 
telligencer, died on May 6, following 
lengthy illness. He was a son ot the 
late Sir Mackenzie Bowell, former 
Prime Minister of Canada, and was 53 
years of age. 

Tuomas H. O’Keere, former editor 
and proprietor of the Oyster Bay 
(N. Y.) Pilot and a Democratic leader 
in Nassau County, died this week at his 
home in Oyster Bay, aged 42 years. 


Dr. Frank W. Tuomas, editor of the 
Quarterly Review of the Methodist 
Episcopal Church South, Bowling 
Green, Ky., committed suicide by hang- 
ing himself May 9. He had long been 
a sufferer from insomnia. 

Ronatp J. CALLOWHILL, city editor of 
the Trenton (N. J.) State-Gazette, died 
suddenly May 10, aged 43 years. 

Witt1amM Henry Sutton, for seventy- 
seven years in the employ of the Brook- 
lyn (N. Y.) Daily Eagle, died May 6 
in his ninety-first year. Mr Sutton was 
born in Liverpool, England, and came 
to this country in 1840. In 1844 he en- 
tered the employ of the Eagle as print- 
er’s devil. In his more than three- 
quarters of a century on the Eagle he 
had served as foreman of the compos- 
ing room and in later years as editor 
of the fraternal news of that paper. It 
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Editor 


was Mr. Sutton who first read and put 
into type the poems of Walt Whitman, 
editor of the Eagle at that time. 





OSCAR ROESEN 





A Trisute By CuHartes F. Hart 


HE printing industry of Greater New 

York was shocked by the news 
“Oscar Roesen is dead.” Within twenty 
four hours, through the news services, 
this sad note was 
sent around the 
world on May 14, 
92%. Et as 
doubtful if a 
newspaper pub- 
lisher or printer 
of any promin- 
ence in North or 
South America, 
the British Isles, 
France, Austra- 
lia or New Zea- 
land had not at 
some time come 
under the in- 
fluence of this remarkable man, and 
quickly learned to love, admire and trust 
him. 

He was a remarkable man to the 
printing world. The layman would not 
associate Roesen and the printing press 
as he does Watt and the steam engine, 
Westinghouse and the air brake, Edison 
and electrical development or Marconi 
and wireless, but all newspaper publish- 
ers and printers thought of Roesen and 
printing machinery as a unit. 

For twenty-five years—the span the 
writer can testify of—the slogan “What 
does Oscar Roesen think of it” was 
asked when any radical development in 
printing machinery was attempted. He 
was not a specialist in any particular 
printing field; his knowledge of print- 
ing machinery took him through stereo- 
type, lithograph, both direct and offset; 
electrotype, and rotogravure printing; 
not alone the press, but all the various 
machines necessary to produce the plate 
or cylinder for the press. 





Oscar RoEsEN 


It was my privilege on many winter 
evenings, particularly in the past seven 
ears, to listen to him tell of the many 
fruitless experiments made to advance 
the printer’s art. His mind was young 
and his heart still younger; no experi- 
ment was too daring for him; no tra- 
ditions hemmed him in; only his superb 
judgment and experience held him in 
check when a new thought was suggest- 
ed. Two days before his death he was 
planning radical departures in the design 
of rotogravure presses. 


Not alone in his knowledge of print- 
ing machinery was he great. He had a 







thousand of circulation. 
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still greater asset, he knew men. Start- 
ing as an apprentice boy at fifteen and 
with a very limited schooling, he passed 
through the great school of experience 
with eyes and ears wide open. Through 
the various stages of his career he 
learned the viewpoint of the apprentice, 
the machinist, the erector, the foreman, 
the outside superintendent, the salesmen 
and the high executive. At no stage of 
his career did he forget his earlier strug- 
gles. No one knew Mr. Roesen; every- 
one knew and loved Oscar Roesen. How 
many men he placed in responsible posi- 
tions in newspaper and printing estab- 
lishments of this and many other coun- 
tries cannot be estimated. Never did he 
lose interest in a protége. Who could tell 
the number of nights he spent in press- 
rooms, helping some perplexed press- 
man overcome difficulties and hold his 
job? Nothing was a trouble to him if 
he could lend a helping hand to any- 
body, from apprentice boy to proprietor. 


May 21, 


Oscar Roesen is gone. That cheery 
hello! is stilled forever. That won- 
derful faculty of getting at the bottom 
of our troubles will help us no more, 
but his memory will live, and we who 
have profited so richly from his freely 
given store of knowledge, who have 
looked upon him as our counsellor and 
friend in sunshine and rain, will cherish 
his memory and keep it green. We shall 
not see his like again. 


LARGE BEQUESTS BY MRS. McLEAy 





Princeton University and Philadelphi, 
Church and Hospital Benefit 


The will of the late Mrs. William Me. 
Lean, wife of the publisher of the Phik. 
delphia Evening Bulletin, included , 
bequest of $100,000 to the trustees of 
Princeton University in memory of her 
son Warden McLean, who was killed jy 
the war; $50,000 to the Germantoy, 
Trust Company as a memorial to Mrs. 
McLean’s family, the income to be used 
in maintaining the organ installed by 
herself and husband in the First Presby. 
terian Church of Germantown; $1000) 
to the trustees of the Germantown Dis 
pensary and Hospital, to be added to th 
endowment fund of that institution, jp 
memory of her parents, the fund to 
known as the William and Sara G. W. 
Warden Endowment Fund, After be 
quests to her secretary and servants, the 
residue of the estate is to be held ip 
trust for Mrs. McLean’s family. 





Buffalo Courier Names “Special” 


Lorenzen & Thompson, Inc, New 
York and Chicago, have been appointed 
to represent the Buffalo Courier, Ep. 
quirer and Sunday Courier in the na 
tional field. 


Walls Made Ad Manager 


D. R. Walls has been made adver. 
tising manager of the Splitdorf Elec. 
trical Company of Newark, N. J. 
































































































































The homeisthegreatbuyer 
of furniture. In Minne- 
apolis, the home paper is 
The Journal—60,000 daily 
in the city. There is a direct 
relation between these facts 
and the preference of Min- 
neapolisfurniture stores for 
Journal space—a preference 
maintained for the last eight 
years, and last yearincreased 
by 17% more display adver- 
tising than they placed in 
any other newspaper. 


THE 
MINNEAPOLIS 


JOURNAL 


Represented in New York, Chicago, and 
San Francisco by O’Mara & Ormsbee 
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— FORUM OF FEMININE FRATERNITY OF 
delphi 
deli FOURTH ESTATERS 
B 
am Me. Conducted by MILDRED E. PHILLIPS 
e Phila. EE 
uded a Epitor1aL Note: The director of this column in Epitor & PusLisHer is Sunday 
stees of editor of the Syracuse (N. Y.) Post-Standard. Miss Phillips announces her program 

7 as follows: “Everyone knows there are newspaper women, but unless one knows 
’ of her and reads all the newspapers in the world there’s no way of knowing who’s who in 
killed in feminine newspaperdom. Where is there a better place to learn than in the biggest 
¢ and best newspaper magazine published? I hope to make this column the most popular 
1antown and unusual of its kind. It will be purely a newspaper woman’s feature—ali masculine 
to Mrs members of the fourth estate being excluded. Of course, unless some one happens 
be used to oo a unusually clever, then in payment we shall allow them to have 

their little say.” 

illed by Rae es Saka aa ; ; . 
Presby. IS advertising journalism? advertising writers and directors in 
$100,00) No, don’t get excited. We are every branch of the profession, who will 
wn Dis. | not going to settle this long debated mean as much for the morale and ad- 








d to the | question, but like participants in a real vancement of what is now rather dis- 
tion ¢ Forum, we shall respectfully termed publicity, as have the 7 - . 
don only put forth a journalistic leaders among the men of Sull another reason Indiana Is a 
GW. | few views pro our profession.” . 
iter be | and con now ays state worth while for you to market 
nts, the | and then— UCCESS to Chi Epsilon, and to its : : 
held in Se ceaiae scribe and president! We _ hope your merchandise 1S that many 
wer from Miss some day to read your name among the ‘ 
sujal Mimosite Bales, advertising managers of this country, natural resources, especially sands 
< ident of the x ok * 

y Ne presi a : . e 
* ON | Chi Epsilon of OU say you didn't know ‘there were and clay, furnish bases of profitable 
or, a - . 7s any? Well, just glance at this list. ond aa 

the ne al. ave I confess as I read it I couldn’t for the Industr 

needs no pre- life of me—and can’t yet see or under- stries lor her people. 
face. It is re- Mriorep E. Punutrs  stand—how they ever did it 

jf lly so good . . 
adver. | that we are using all of it to show some = Indiana, aS a state, presents trading 
f Elec. § of our modest Easterners that Western TILL, the war did change a lot of 
P girls can write—and aren’t ashamed of things, and give a lot of us a chance 


the fact. * * x 


UT now for Annonette—and thank 

you very much, ye breezy sunny 
one! I wish the editorial girls of the 
Tribune were as prompt with dues as 
you have been. But I expect they will 
soon send across country some luscious 
fruit of California humor, humor of that 
ripe, rare and racy variety indigenous 
only to the lilting pen of California’s 
chosen—her women journalists. 

* * ** 
RITES Miss Annonette: 
“As a prospective ‘constant read- 

er’ of your ‘valued colyum’, and as 
President of the Advertising Club 
formed by the women of the advertising 
staff of the Oakland Tribune, I write 
to you today after reading with keen 
interest your announcement in _ this 
week’s Epitor & PUBLISHER. 
“Congratulations and best wishes. We 
aim the right to ally ourselves with 
our Editorial sisters of the Fourth 
Estate because we too are reporters. 
Surely no news appearing in our 
columns is more vital than that which 
informs us how best to live—certainly 
not reports of pink teas, to which, as 
you say, the editorial activities of the 


to prove that life wasn’t all putting out 
the milk tickets at night and taking in 
the filled bottles every morning. 

Florida has Miss Botkowsky, and they 
say a brighter ad woman never lived. 
She fairly rakes in the Southern gold 
and advertising for the St. Augustine 
Record. 

Illinois, not to be out-womaned in the 
advertising field, boasts of Miss M. C. 
Lannon on the Lincoln Star, as well as 
Mrs. W. O. Paisley on the Marion Re- 
publican. 

Indiana also has two women advertis- 
ing managers, Miss Viola Spencer, 
Greenfield Reporter, and Miss Inez Wil- 
liams, Connersville News-Examiner, 

Michigan refers proudly to Mrs. C. 
A. Sutherland, of the Ludington News. 

New Mexico has Marjorie Allen of 
the Albuquerque Herald. 

The conservative Empire state has to 
journey to the office of the Norwich 
Sun to find Miss Irene L. Carter. 

Ohio proudly claims entrance in these 
ranks with Miss Bertha Kerr of the 
Ashland Times-Gazette. 

Pennsylvania says Miss Rose E. Berk- 
myre, of the Latrobe Bulletin, is her one 


advantages which are particularly 
attractive. 


The development of the interurban 
railway has made plausible the claim 
that the state has the best system of 
inter-city electric communication in 
the world. 


The following Indiana dailies inten- 
sively cover merchandising areas that 
will profit you: 





‘i best ad bet. Circu- Rate for 
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partment. are admitted after serving but I hope you will add the afterthought, 3 See Sat cere ¢ ) ’ : 

Bir period of probation. “Yes, but this result has been accom- — Wayne Journal-Gazette y aataeears (S) 26,888 .07 
“Although the Club is basicly social, it plished in a comparatively short period, Fort Wayne News and Sentinel........ (E) 34,715 -08 
is formed with the purpose of maintain less than six years. The Rome of the “Gary Evening Post .......---..++--+ (E) 6,789 a 
ing newspaper ideals in the advertising "€WSPaper women cannot be built in a *Indianapolis News ...........++: .+..-(E)118,205 -20 
world, and of training the newcomers in day, but because it 1s being constructed LaPorte Herald ee eeeee (E) 3,638 -025 
journalism according to those ideals. out of the bricks and mortar of worth- Richmond Palladium .......... Giese (E) 11,937 .05 

“All this sounds very dry and acad- while lasting «service, which makes the South Bend News-Times .....(M) 10,617 
mic, but a letter of explanation must Srowth Proper and lasting, we dare pre- South Bend News-Times ......(E) aan ee, ae 
iways be so.” oid wee tre South Bend Tribune ...... Sn ewauh ..-(E) 17,028 —.055 
ie Wi se: oh) uned up for its burning. T H Trib 

a ? : é erre Haute Tribune ..... oeeeee s+ (E&S) 21,670 .06 
We rest our faith on the claim that ne ace *Vincennes Commercial ........ ... (M&S) 4,532 .025 
the advertising phases of Journalism are WE want the secretary of the Illinois 
veculiarly the Woman’s Field, because Woman’s Press Association, and Government Statements, April 1, 1921. 


the news they carry and the service they 
tnder are so largely to the women of 
America, and we propose as the years 
lass, to train and maintain a body of 


the secretaries of any other state press 
women’s clubs to write and tell us about 
themselves. Isn’t that what secretaries 
are for? 


*A. B. C. Publishers’ Statements, April 1, 1921. 
+Publishers’ Statement. 


ee 
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Editor 


FACTORS IN RATES CONTROVERSY MUST 
COME TO UNDERSTANDING 


All Now Have Different Theories—Newmyer Offers Suggestion— 
N. A. N. E. Convention Program—Many Market Surveys 
Entered in Contest—Advertising Kound-Table 


By FRED MILLIS 


ERE’S another view of that ever 
present local-foreign rate contro- 
versy which has recently come to a head 


again in the resolution placed by the 


American Association of Advertising 
Agencies that the two rates be made 
practically the same. Arthur G. New- 


myer, associate publisher of the New 
Orleans Item, and very active in news- 
paper organization affairs, writes: 

“I am just back at my desk after two 
weeks absence, and hasten to place be- 
fore you the results of my investigation 
along the lines of the rate controversy. 

“In every newspaper shop that I visit- 
ed, and with everybody who seemed to 
be in touch with the business department 
whom I encountered, I brought up this 
most timely topic only to find in most 
instances a state of seemingly hopeless 
confusion. 

“T spent one morning with John Budd 
on this thing, for I believe that unless it 
is definitely and emphatically handled at 
once newspapers are destined to lose 
some of their prestige as national adver- 
tising mediums. 

“From John Budd personally I secured 
what seems to me to be the most intelli- 
gent and constructive solution to the 
problem. He suggested that on all local 
rate cards the following clause be 
printed. 


“The space contracted for 
wholly for the use of the local ad- 
vertiser named. All space in con- 
nection therewith used by or paid 
for by general or national advertiser 
shall be on the basis of the foreign 
rate card governing that quantity 
and classification.” 

“And that following such action the 
local and foreign staffs be instructed as 
follows: 


is 


“Any space the national advertiser 
pays for, directly or indirectly, is 
national advertising.” 


“Of course, this general plan would 
not fit into every little isolated situation ; 
nor would it necessarily apply to the 
chain store problem—but from the broad 
aspect of the case I do believe Budd has 
hit upon a practical plan to handle this 
phase of our business. 


“As regards chain stores, it seems to 
me that that is a matter for individual 
local consideration. The advertising of 
the Piggly-Wiggly people is obviously 
local; the advertising of the National 
Cigar Stores—the exploitation of a sin- 
gle brand with these stores as central 
distributing points—it seems to me is ob- 
viously foreign. 

“The agents, special representatives, 
as well as the local newspaper people, 
are all out with different theories on this 
proposition right now. Something defi- 
nite must be done at the Atlanta con- 
vention of the A. A. C. W.” 


* * * 
ARKET surveys are coming in thick 
and fast to the office of the National 

Association of Newspaper Executives, 

at Indianapolis, as entries in the contest 

now being staged under the auspices of 
the Association. 

Inasmuch as no specific rules were 
made as to the surveys other than they 
should conform in a general way with 
the Standard of Merchandising Practice 


Mr. Millis conducts in Eprtor & Pup- 
LISHER each week (under the auspices 
of the National Association of News- 
paper Executives, the newspaper de- 
partment of the A. A. C. W., of which 


he is secretary-treasurer) a round table 


discussion on matters of inter-relation 
io the newspaper advertising department 
and the user of newspaper advertising 
space. Criticism of or comment on any 
views expressed and_ contributions 
should be sent to Fred Millis, News 
3uilding, Indianapolis. 


for Newspapers as adopted by the Asso- 
ciation, none of the surveys are very 
much alike. 

R. A. Turnquist, of the Milwaukee 
Tribune, has entered six volumes, run- 
ning from 50 to 200 pages each. The 
surveys are on Baking powders, coffee, 
cigars and cigarettes, dressings, laundry 
soap and general retailing conditions. 

The St. Louis Star has entered a very 
elaborate and complete book which is a 
survey of the St. Louis market headed, 
“Visualizing the St. Louis Tire Market.” 

E. C. Albrecht, of the service depart- 
ment of the St. Louis Globe-Democrat, 
has entered two surveys, one on washing 
and powders and the other on 
toilet soaps. 


soaps 


The New Orleans Item’s survey is on 
the “Sales possibility of tea in the New 
Orleans territory.” 

The New York World has entered 
one of its elaborate “Preliminary Inves- 
tigations of Trade Conditions in the 
New York Territory.” This report is 
on electrical appliances. 

The San Antonio Express has entered 
a market survey of lye. It gives the 
original inquiry frum the advertising 
agency as well as the actual copy of 
the newspaper’s reply. 

Don Bridge, merchandising manager 
of the Indianapolis News, has entered 
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two surveys. One of these is of the 
kind prepared for a manufacturer who 
is considering entering the Indianapolis 
market. The other is market analysis 
or investigation made for an advertiser 
during the course of an advertising 
campaign. 

At least a dozen other papers have 
surveys in the contest which closed 
May 15. 

The American Association of Adver- 
tising Agencies has been asked to ap- 
point a secret committee to rank the 
first ten best reports considering them 
from the advertising agency’s viewpoint. 

All of the reports will be on exhibit 
at the Atlanta convention. 

> “+ @ 


HE Citizen of Ottawa, Canada, has 

been publishing a dealer publication 
each month since October, 1920, called 
the Citizen Retailer. Olin J. Harris, the 
editor, writes: “We think The Citizen 
Retailer stands up with similar publica- 
tions issued in cities of the size of Ot- 
tawa.” 

The National Association of News- 
paper Executives has been attempting to 
make up a list of dealer publications, as 
the one printed recently on this page. 
Dealer publication edtiors seeking for 
information on what other papers are 
doing should write to Mr. Harris. 

* * * 

N the list of retailer publications is- 

sued by newspapers, published on 
this page of Epiror & PUBLISHER on 
April 23, the name of the Boston Ameri- 
can was inadvertently omitted. The 
Boston American issues “The Link,” 
which is one of the oldest and most suc- 
cessful of the newspaper merchandising 
helps rendered national users of news- 
paper advertising space in linking up the 
advertiser with the public through closer 
co-operation of the retailer dealer. 


* * * 
NEWSPAPERS in foreign countries, 

particularly in England, are much 
better printed than those in this country, 
according to Benjamin Wood, president 
of the Wood Flong Corporation, writing 
in comment of the article which ap- 
peared in this page on May 7, on news- 
paper typography. Mr. Wood says that 





RESPONSIBILITY FOR TYPE ERRORS 


wrt do you do in case of a typo- 
graphical error in a newspaper? 

There seems to be no standard prac- 
tice among newspapers in handling this 
vexious question which comes,up almost 
every day. It is being urged by adver- 
tising managers that the National Asso- 
ciation of Newspaper Executives go on 
record for some standard practice at 
the Atlanta Convention. 


Many newspapers over the country 
still allow themselves to be held finan- 
cially responsible for typographical er- 
rors. Where a suit is advertised for 
$22.50 instead of $62.50 through a typo- 
graphical error many a newspaper is 
paying the $40 difference, or rather cred- 
iting the advertiser with that much on 
his books. 

These newspapers do not realize th t 
merchants look for just such opportuni- 
ties as these. In one case in a city of 
about 60,000 recently where such an 
error was made, the merchant having 
an unusually large stock of suits on 
hand had his clerks call up on the tele- 
phone many of the customers to advise 
them of the unusual bargain. 


The newspaper got on to this early in 
the day and protested without avail to 
the merchant. The merchant of course 


denied that he was doing this, but yet 
at the same time he cleared out his stock 
of suits and was able to get a credit on 
the newspaper books which will carry 
his advertising for nearly two months 
of the spring season. 

In those cities where there are Better 
Business Bureaus this matter has been 
straightened out. 


Typographical errors are bound to 
happen in newspapers. Advertisements 
are set by human beings. Starting from 
this premise any newspapers is very 
foolish to be financially responsible for 
ridiculous errors. Even after the adyer- 
tiser has “OK’d” the proof, slips are 
bound to occur in the make-up. 


The logical thing for a newspaper to 
do is to give a letter to the advertiser 
accepting responsibility for the error 
and suggesting in the lettér that the let- 
ter be shown to any customer question- 
ing his statement. 


In the letter the retailer should be 
advised to sell the merchandise at the 
price that was intended to be advertised 
and not at the price actually printed in 
the paper through error. This also 
should be thoroughly and _ specifically 
covered in the mewspaper’s contract 
with the merchant. 











the make-up of the Chicago Tribune j 
particularly good, but there are m 
other papers in this country which a 
very much better printed. 

“If you have ever compared the prin, 
ing of our newspapers with that ¢ 
foreign ones, particularly in Englay 
you are aware of the fact that the prin. 
ing over there, notwithstanding that q 
the best machinery comes from thy 
country, is far superior to ours. Th 
principal reason for this is that mop 
impression is carried on the presses ay 
that the workmen themselves are monf 
careful and less slip-shod. 

“It is quite true that nearly all news 
papers at present are painted, and ny 
printed. The print paper mills coy 
just as well, and without increasing q,. 
pense, put a little better finish on prig 
paper. If the newspapers would watd 
their equipment and insist on the preg. 
man carrying more impression on th 
presses the printing would be much be. 
ter than it is now.” 

Of course, Mr. Wood advocates th 
adoption of the Wood dry mat, as k 
states there is a great improvement jp 
the reproduction of half-tones. Th 
printing from the dry mat stereotypy 
plate is very much like that of an ele. 
trotype. 

This phase of the publishing busines 
is of exceeding interest to the advertis. 
ing manager. Many agencies and adver. 
tisers would rather put up with the dis 
advantage of scattered magazine circul. 
tion, because of the poor printing results 
secured in newspapers. 

The average newspaper is a very poor 
piece of printing. This condition ca 
be corrected. The advertising depart 
ment is the place for the movement to 
start from in a newspaper office. 

2k * * 


NEW member of the National Asso- 
ciation of Newspaper Executives is 


the Arkansas Democrat of Little Rock, 
Ark. 5S. C. Speer, Jr., manager of the 
service and merchandising department 


of the Democrat, is going to attend th 
Atlanta Convention. 





PARTRIDGE GETS C. D. N. A. POST 


Rochester Colyumist Named Manager 
of Ad Promotion Department 


Arthur Partridge, at one time of the 
St. John (N. B.) Globe and the Worces- 
ter (Mass.) Telegram, but more recently 
of the Rochester (N. Y) Post-Express, 
has been appointed manager of the ad- 
vertising promotion department of the 
Cc. D. N. A. He will assume his new 
duties on June 1. Mr. Partridge is the 
son of the late Very Rev. Francis Part- 
ridge, dean of Fredericton (N. B.), and 
is a graduate of the University of King’s 
College, Windsor (N. S.) 

When the great war broke out, he re- 
turned to Canada from the United States 
and. enlisted as a private in the 42nd 
Highlanders at Montreal. In 1915, he 
was commissioned as a lieutenant in the 
Royal Naval Air Service, and in 1918 
was promoted to the rank of major if 
the Royal Air Force. He was mentioned 
in despatches for his part in special tests 
carried out at sea of heavy bombs and 
fuses that were later used successfull 
at Zeebrugge. Toward the end of the 
war he was attached to the United 
States navy as consulting officer in sea 
plane armament. He resigned from the 
Air Force and went to Morocco whett 
he represented British Dye., Ltd., in@ 
trade survey. But the lure of newspapéef 
life was too strong for him, and he 
finally returned to the United States to 
take up his work again as_ editorial 
writer and columnist on the Rochestef 
Post-Express. 
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NEWS OF ASSOCIATIONS 


AND CLUBS 





G. CHANDLER, assistant to the 
*president of the Scripps-McRae 
League of Newspapers, was the principal 
geaker at the weekly meeting of the 
Houston Advertising Association. Mr. 
Chandler urged Houston business men 
fo form a Better Business Bureau and 
through it to force truth in advertis- 
. The speaker told how business- 
men of Cleveland, Ohio, had been able 
to force the dishonest advertisers out 
of the newspapers. A resolution by H. 
A. McCelvey, providing for a change 
in the constitution of the organization 
raising the membership was passed. 
The membership limit is made 150, and 
wyers of advertising may have two 
memberships and newspapers six. 
The Technical Publicity Association 
of New York held its last meeting of 
the season May 12 at the Machinery 
Club “General Business Conditions” 
were discussed and the speakers were 
Harford Powell, editor of Collier’s, B. 
¢. Forbes of Forbes’ Magazine, and 
Samuel O. Dunn, yice-president of 
Simmonds-Boardman Publishing Com- 
pany and editor of Railway Age. 


The Advertising Club of New York 
on April 30 had 1,140 members—928 
resident and 212 non-resident. 


William F. Baker has been elected 
chief crier of the Providence (R. I.) 
Town Criers. Other officers elected 
are: First deputy chief crier, Sam W. 
Burchiel; second deputy chief crier, C. 
Walter Fraleigh; scrivener, Roy S. 
Whitmore; funds holder, Benjamin M. 
Rawlins; bellman—Daniel S. Mahoney; 
trumpeter—Walter S. Ball. -Chairmen 
of the various committees are: Dinner, 
(arlton F. Freese; souvenir dinner, 
Harry J. Aitken; luncheon board, Fred- 
rick W. Bliss; national advertising, 
Gardner T. Swarts, Jr.; Retail adver- 
tsing, Arthur A. Higgins; graphic arts, 
Edward F. Walton; sales management, 
Charles B. Greenup; business adminis- 
tration, J. William Schultz; member- 
ship, Frank M. Whitford; educational, 
Philip H. MacDonald; wherewithal, H. 
Harold Price; what cheer, Harry L. 
Schofield; Providence 1936 planters, Al- 
bert W. Howard; better business, 
Charles H. Graves; house, Harry D. 
MacLean; displays division, G. Fred- 
tick Bohl. 

“Selling Newspaper Advertising” was 
the subject of a recent address by Ward 
(. Mayborn, general manager of the 
Dallas Dispatch and the Houston Press, 
before the Dallas Advertising League. 
Mr. Mayborn was optimistic as to the 
future of advertising as viewed by the 
tewspapers, and predicted better days. 


Taylor Urges Data Bureau 


Boston, May 10.—Establishment by the 

tilly newspapers of New England of a 
ureau of information for the compila- 
ton of data on every phase of news- 
per maintenance and operation was 
tcommended today by Charles H. Tay- 
br, Jr., of the Boston Globe. Speaking 
ta luncheon of the New England 
Newspaper Alliance, Mr. Taylor pointed 
fo the difficulty which, he said, pub- 
lshers have in dealing with labor unions 
and others through lack of full informa- 
ton. He suggested that the bureau be 
tnducted by New England newspapers 
i the lines of the American Newspaper 
blishers’ Association labor committee. 
e bureau should be located outside 
Boston, he thought. 


“Pure Ad” Bill a Law in Texas 


Governor Pat M. Neff has signed the 
‘Pure Advertising Bill,” enacted by the 


Editor 


Texas Legislature, and the measure will 
become a law on June 12. A gold pen 
was used, furnished by Dr. W. B. Geor- 
gia of Waco, past president of the Ad- 
vertising League of Waco. Dr. Georgia 
was present and announced that the pen 
would be presented to the Waco Adver- 
tising League with his compliments. The 
Governor retraced his signature on the 
bill with two other pens, one of which 
will be presented to Senator Harry 
Hertzberg of San Antonio, author of the 
bill, and the other to the Associated 
Advertising Clubs of Texas. The bill 
provides severe penalties for untrue or 
dishonest statements in advertising mat- 
ter of any kind, whether newspaper or 
other publication, bill boards, hand bills, 
or any other kind. 


A. P. Executives Meet May 27 

The date of the executive committee of 
the Associated Press has been changed 
from May 25 to May 27. The following 
members of the committee are expected 
to be present: Frank B. Noyes, Wash- 
ington Star, president; Charles Hopkins 
Clark, Hartford Courant; Col. Charles 
A. Rook, Pittsburgh Dispatch; Adolph 
S. Ochs, New York Times; W. L. Mc- 
Lean, Philadelphia Evening Bulletin, 
and John R. Rathom, Providence Jour- 
nal, Victor F. Lawson of the Chicago 
Daily News will be unable to attend. 
There will also be present Melville E. 
Stone, counselor; Frederick Roy Mar- 
tin, general manager; Kent Cooper and 
Jackson S. Elliott, assistant general 
managers, and J. R. Youatt, treasurer. 


Harding in Denver Press Club 
President Harding has been presented 


with the resolutions and a gold-ham- ‘ 


mered engraved card declaring him an 
honorary life member of the Denver 
Press Club. They were formally pre- 
sented to the president by United States 
Senator Lawrence C. Phipps, who is an 
associate member of the club. Present 
on this occasion was United States Sena- 
tor Samuel D. Nicholson, another asso- 
ciate member of the club and Represen- 
tative Guy U. Hardy of the Third Colo- 
rado district, Edward Keating, W. Pike 
Johnson and John I. Tierney all active 
members of the club now in Washing- 
ton, and Warren R. Given. 


Quaker City Sport Writers Guests 


Sports editors and tennis writers on 
the Philadelphia papers were entertained 
at a dinner May 13, at The Racquet Club 
by Samuel H, Collom, chairman of the 
Tennis committee of the Germantown 
Cricket Club. The national tennis cham- 
pionship singles this year will be played 
in September on the courts of the Ger- 
mantown Cricket Club. 


U. P. Moves Chicago Office 

The United Press Association’s Chi- 
cago offices were moved this week from 
the Tribune downtown building to an 
office building at the corner of Madison 
and Clinton streets. The rooms for- 
merly occupied by the United Press 
have been taken over by the Tribune's 
business survey and the Tribune staff. 


Choose A. P. A. Papers in Minnesota 


The executive committee of the 
Minnesota Select List of which Herman 
Roe of the Northfield News is chairman 
and H. C. Hotaling secretary, is picking 
cut the country newspapers upon which 
the work of the American Press Asso- 
ciation will be centered. About ninety 
will be chosen. 


Prehn with United Candy Stores 


Martin Prehn has been appointed ad- 
vertising manager of the United Retail 
Candy Stores, New York. 
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lowa is gaining in wealth much 
faster than in population. That is 
why its 2,000,000 people have 
nearly as many automobiles as 










they have families while the state 
with the most automobiles of all 
has more families than autos, not- 
withstanding its riches. 


It is pretty good thought to give the 
weight of your advertising to the ter- 
ritory that can buy quantities as well as 
quality, and where the newspapers are 
read at home for the advertising as well 
as world news. 


Where there is money at home to 
spend, your advertisement in the city 
daily is sure to receive attention. 


Use these Iowa daily newspapers. 


Rate for 
5,000 lines 


.035 


Circu- 
lation 


10,401 
12,960 -035 
19,005 -055 
15,147 -05 
15,153 -06 
17,332 -06 


Burlington Hawk-Eye 
Burlington Hawk-Eye 
*Cedar Rapids Gazette 
Council Bluffs Nonpareil 
*Davenport Democrat & Leader 
*Davenport Democrat & Leader 
Davenport Times 24,322 .08 
Des Moines Capital ...............6- (E) 49,805 14 
Des Moines Sunday Capital .......... (S) 32,931 -14 
Des Moines Register and Tribune... .(M&E) 111,560 -20 
Des Moines Sunday Register .......... (S) 92,761 -20 
tlowa City Press-Citizen .............. (E) 6,847 .035 
**Mason City Globe Gazette ........... (E) 9,516 .035 
*Muscatine Journal & News Tribune... .. (E) 7,991 .035 
Oe ee eee (E) 12,373 .05 
Sieur ‘Clap Jompaal ss ce ciess (M&E) 51,723 -11 
ee ee ee (S) 33,795 11 
**Waterloo Evening Courier ........... (E) 15,554 .05 


Government Statements, April 1, 1921. 
*A. B. C. Publisher’s Statement, April 1, 1921. 
**A, B. C. Audit, October 1, 1920. 
+Publisher’s Statement. 
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TO REACH THE RICH 
TRADE OF KANSAS 


Topeka 
Datly Capital 


Sworn Government Report 
for 6 Months ending Sept. 20, 1920 


34,222 


Its sales promotion department is 
at the service of advertisers. And 
it really promotes. 


tile Gfper 


Member A. B. C. Publisher. 








Million 
Dollar 
Hearst 
Features 


The World’s Greatest Circulation 
Builders 


international 
Feature Service, Inc. 
New York 








The Mount Vernon, N. Y. 


DAILY ARGUS 


carries more display ad- 
vertismg than any other 
newspaper in Westchester 
County. 

This is an  acknowledg- 
ment of its power that the 
advertiser should heed, if 
desirous of reaching the 
people of Mount Vernon. 


GEO. B. DAVID & CO. 


Foreign Representative 


171 Madison Ave. NEW YORK 





Few Papers—(if any)—surpass the 


TRENTON 


NEW en TIMES 
A Food Medium 


Even during the past summer four food 
pages—and more—was the size of our 
regular weekly Thursday food feature— 
a winner for housewives, retailers and 
manufacturers. 

Wednesdays and Sundays four auto 
pages. Tuesday, Music Page. 
Circulation 26,649. Member A. B. C. 


KELLY-SMITH CO. 
Marbridge Bldg. Lytton Bidg. 


| New York Chicago 
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| TIPS FOR AD MANAGERS | 


Allied Crafts Service, 712 Kanawha Bank- 
ing & Trust Bldg., Charleston-Kanawha, W. 
Va. Has _ secured account of Jeffery-Dewitt 
Insulator Company, Huntington, W. Va. Copy 
will start in two to three months in technical 
journals, 


N. W. Ayer & Son, 308 Chestnut street, 
Philadelphia. Making yearly contracts with 
newspapers for E. A. Strout Farm Agency 
(classified advertising). 

N. W. Ayer & Son, 300 Chestnut street, 
Philadelphia. Sending out 40 inch orders to 
run 5 times for the Massasoit Manufacturing 
Company, Fall River, Mass. 

N. W. Ayer & Son, 300 Chestnut street. 
Philadelphia. Again placing orders’ with 
newspapers in various sections for P. H. Hanes 
Knitting Co., Winston-Salem, N. C. 

George Batten Company, 381 4th avenue, 
New York. Reported to be handling adver- 
tising for De Long Hook & Eye Company, 21st 
and Clearfield streets, Philadelphia. 

Biow Company, |!16 West 32d street, New 
York. Placing orders with newspapers that 
rotogravure sections for Doctor’s Essential 
Foods Company, “Basy Bread,” Orange, N. J. 

Calkins & Holden, 250 5th avenue, New 
York. Placing orders with newspapers on 
contracts for H. J. Heinz Company, food pro- 
ducts, Pittsburgh. 

Centaur Company, “Castoria,”” 250 West 
Broadway, New York. Placing extra copy 
with newspapers in various sections, 

Cramer-Krasselt Company, Milwaukee & 
Michigan streets, Milwaukee. Sending out 
300-line orders to run 4 times in Middle West 
newspapers for the National Enameling & 
Stamping Company. 

Critchfield & Co., Brooks Bldg., Chicago. 
Has secured the following accounts: 


North Ridge Brush Company, Freeport, IIl.; 
Johnson Biscuit Company, Sioux City, Ia.; 
Lake Superior Loader Company, Duluth, 
Minn.; M. & Corset Company, Jackson, 
Mich.; Thorpe Bros., Minneapolis; Canute Co., 
Milwaukee; Tegeler Machine Works, Minne- 
apolis; Sheet Metal Products Company of Ru- 
luth, Minn., has changed its name to Western 
Steel Products Company. 

J. H. Cross, 214 S. 12th street, Philadel- 
phia. Sending out 3-inch orders to run 104 
times for the Dill Company. 


_ Dake Ad Agency, 25! Kearney street, San 
Francisco. Making 2464 line contracts with 
newspapers for Hills Bros., ““Red Can Coffee.” 
_Dorland Advertising Agency, Atlantic 
City, N. J. Placing orders with newspapers in 
various sections for Italian State Travel Agen- 
cy, 281 Sth avenue, New York. 

_ George L. Dyer Company, 42 Broadway, 
N. Y. Handling advertising for the Atlantic 
Coast Fisheries Company. 

_F. A. Ensign Ad Agency, Union Arcade, 
Pittsburgh. Making yearly contracts with 
newspapers for the Mariel Products Company. 

Erwin, Wasey & Co., 58 East Washington 
street, Chicago. Making 10,000-line contracts 


for the Goodyear Tire & Rubber Company, 
Akron, Ohio. 


m Federal Adv. Agency, 6 East 39th street, 
New York. Gradually extending orders to 
newspapers in various sections for Dunn Pen 
Company, fountain pens, New York. Placing 
orders with newspapers in various sections for 
Kaufman Hats, New York. 

Fuller & Smith, Guardian Bldg., Cleveland. 
Reported will make up a list of newspapers in 
June for the American Multigraph Sales Com- 
pany. 

Gardner Advertising Company, 1627 Lo- 
cust street, St. Louis. Making yearly con- 
tracts with newspapers for the Fredonia Port- 
land Cement Company. 

Gormley-Smith-Peifer, Inc., of Atlantic 

City, N. J. Sending out schedules for Ocean 
City, N. J., to a list of Eastern newspapers. 
_ Grandin-Dorrance-Sullivan, New York City. 
Sending out copy for Southern newspapers for 
the Busines Men’s League, Hot Springs, Ark. 
Handling advertising for the Eastman, Arling- 
ton and Majestic Hotels of Hot Springs, which 
control the Hot Springs Golf Course 


_ Hoyt’s Service, 116 West 32d street, New 
York. Placing advertising for Buxton, Inc., 
Springfield, Mass., formerly the L. A. W. 
Novelty Company, makers of Buxton Key 
Kases. 

Hotel Advertising Company, 90 West 
street, New York. Placing resort advertis- 
ing of Delaware Water Gap and Mount Pocono 
with some Easttrn newspapers. 


Hoyt’s Service, 116 West 32d street, New 
York. Placing orders with some New England 
newspapers for Pepperell Spring Water. 


H. B. Humphrey Company, 58! Boylston 
street, Boston. Sending out 42-line orders to 
run 104 times in a selected list of newspapers 
for the George Frost Company, Boston. 


H. B. Humphrey Company, 58! Boylston 
street, Boston. Again placing orders with 
newspapers in various sections for George 
Frost Co., “Boston Garter,’’ Boston. 


Johnson, Read & Company, 202 South 
State street, Chicago, Ill. Handling adver- 
tising for The Velie Motors Corporation, 
Moline, Ill, and the Diller Manufacturing 
Co., Bluffton, Ohio, makers of ‘‘Thermatic” 
fireless cookers. 


Martin V. Kelley Company, Second Nat’ 
Bank Bldg., Toledo. Again placing orders with 
newspapers in various sections for Fisk Rub- 
ber Company, tires, Chicopee Falls, Mass. 
Placing orders with newspapers in various sec- 
tions for Pilot Motor Car Company, Richmond, 
Ind. 


ARRANGING N. A. N. E. PROGRAM 


Miller, Newmyer and Foster Confer in 
New Orleans 


(Special to Epitor & PUBLISHER) 

New Orveans, La., May 16.—Charlie 
Miller, business manager of the Atlanta 
Georgian and America and president of 
the National Association of Newspaper 
Executives; Arthur G. Newmyer, asso- 
ciate publisher of the New Orleans 
Item, and Marcellous Foster, publisher 
of the Houston Chronicle and chair- 
man of the N. A. N. E. committee on 
agency relations, held a conference here 
today on their association’s A. A. C. W. 
program. 

Chairman Foster is arranging a pro- 
gram that will mean a lot to the news- 
paper and agency men assembled. The 
questions of what is local and what is 
foreign advertising and of making the 
foreign rate the same as the local will 
be the two principal topics of discus- 
sion at the meeting with the advertis- 
ing agencies. 

The program for Wednesday morn- 
ing’s meeting (June 15) with the Asso- 
ciation of National Advertisers will not 
be decided definitely until President 
Mont Wright and Secretary John Sulli- 
van of that organization decide what 
subjects are to be discussed with the 
National Association of Newspaper 
Executives. 

While in New Orleans, President Mil- 
ler conferred with J. A. Van Buren, 
business manager of the Times-Pica- 
yune and N. A. N. E., is vice-president 
for Lousiana, who states that Louisiana 
will report 100 per cent at the conven- 
tion. James Ewing, business manager 
of the New Orleans States, has notified 
President Miller that both the New 
Orleans States and the Shreveport 
Times, the two papers in which Mr. 
Ewing is interested, will be well repre- 
sented at the Atlanta meetings, which 
will be held in the Ansley Hotel, 


JAPANESE JOURNALIST IS HOST 


Editor of Osaka Mainichi Entertains 
at Dinner in New York 


Japanese and American relations were 
discussed in a very frank manner by 
both Americans and Japanese at a din- 
ner given by Toshita Takagi, editor and 
managing director of the Osaka Main- 
ichi and Tokyo Nichi-Nichi, at the 
Pennsylvania Hotel last Tuesday night. 

The speakers were Mr. Takagi, Don 
Seitz, Consul General Kumasaki, Percy 
S. Bullen, J. W. T. Mason and K. Han- 
azono. Mr Takagi’s guests at the din- 
ner were: Japanese Consul General K. 
Kumasaki; M. Kobayashi and M. Ta- 
jima, of Mitsui & Company; S. Ima- 
mura, of the Sumitomo Bank; M. 
Araki, of the Taiwan Bank; S. Nakase, 
of the Nippon Yusen Kaisha; M, Kashi- 
wagi, of the Yokohania Specie Bank; S. 
Wada, of the Osaka Asahi; S. Nizeki, 
of the Chugai Shogyo; S. Midutani, of 
the Japanese Times; J. Komori, of the 
Japanese-American Commercial Week- 
ly; M. Takata, K. Hanazono, K. Ishi- 
kawa and T. Ikeda, of the Osaka Main- 
ichi and Tokyo Nichi-Nichi; Don Seitz, 
the World; Karl Bickel and James H. 
Furay, the United Press; B. T. Butter- 
worth and Van Buren Thorne, the 
Times; James C. Grey, the Sun; J. W. 
T. Mason, the London. Daily Express; 
Percy S. Bullen, the London Daily 
Telegraph and president of -the Asso- 
ciation of Foreign Correspendents; 
Nicholas Roosevelt, of the Tribune; 
Royal J. Davis, of the Evening Post; 
Harold Anderson, of the Herald; James 
Wright Brown and Ben Mellon, of the 
Epitor & PUBLISHER. 
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—first of all a great | 
newspaper, tt 1s ndt. | 
urally one of the out. 
standing advertising | 


mediums of the U. $. 
| The 


Indianapolis News 


FRANK T. CARROLL, Advertising Manager 


New York Office 
DAN A. CARROLL 
150 Nassau Street 


Chicago Office 
J. E. LUTZ 
First National Bank Bldg 





Indication of 
Lineage Increase 


1920 vs. 1918 
in the 


BOSTON 
AMERICAN | 


on 


1920 





Financial Advertising 


Total Lines, 1918... 21,769 
= , 1920. . . 233,609 





Buy Space in 
Boston’s Greatest 
Evening Newspaper 


| 





Advantage 


Publication of news is not restricted, Fe 
but the element of reliability is given th 
when it is read in Pe 


The Pittsburgh Post |} } 


This atmosphere of dependability is 
communicated to the advertising col- 
umns of the paper which has served 
and promoted the interests of Pittsburgh 
for more than threequarters of a 
century. . 


DAILY AND SUNDAY 








FIRST IN 1000 
NEWSPAPERS 





A National Advertiser with 30 
years’ experience recently stated 
that his records show that for ] 
the money expended the results 
produced by the Washington 

Star placed it FIRST IN 
AMERICA among a _ thousand 
newspapers. 


| 


Western Representative, J. LE. Lutz, 
First Nat'l Bank Bldg., Chicago, Ill. 
Eastern Representative, Dan A. Carroll. 


Tribune Bldg., New York, N. Y. 
SHOWALTER ii 


Advertising Promotion Service fo 
Founded by W. D. Showalter 


Carried on by E. J. Craine 
51 Irving Place 


For Newspapers and Magazines 


Monthly promotion copy for use in build 
ing up classified and store advertising 
A Service that educates readers to read 
advertisements and stimulates merchants # 
advertise adequately. 

Write for particulars: and rates on fout 
month’s trial service. 
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MARY PICKFORD 


in ten illustrated installments 


From Gladys Smith, aged five years, 
to Mrs. Douglas Fairbanks 


Lord Northcliffe sent Hayden 
Talbot six thousand *miles from 
London to Los Angeles to get 
“OUR MARY” to tell 


HER OWN STORY 


Wire at Once 


McClure Newspaper Syndicate 
373 Fourth Ave., New York City 


ROME, GA, 


Assure the success of your campaign in the 
market covered by the circulation of the 
ROME NEWS by using the newspaper 
popularly endorsed by local advertisers— 


jnot only as an advertising medium, but as 


the one essential factor in the daily affairs 
of the people and business igterests. 


1920 Local Advertising in Rome 

THe Rome NEwsS..... 2,678,326 Lines 

The Tribune-Herald.. . 1,779,764 Lines 

The News Led by.... 898,562 Lines 
Represented by 


Frost, Landis & Kohn 


NEW YORK CHICAGO ATLANTA 










Another 


Big Plant 


Now in Course of Construction at 


Perth Amboy, N. J. 


Large increase in Savings 
Deposits during past year. 








For further information regarding 
this important territory, address 
Perth Amboy Evening News or F. R. 
Northrup, 303 Fifth Avenue, New 
York City. 

















of a 

















tl 































For Evening and Sunday Newspapers 


Infernafional News Service 
World Building, NewYork. 
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The Family Income 


Over $3,000.00 








‘In Buffalo the percentage fam- 
ilies with incomes over AMT 00 is 
Six Times Greater than nit i di 








for United States. 

Buffalo Evening News P08 
Per cent of the families with 8 00. 00 
income or over. It reaches 80 
cent of the English reading famili ies 
in the Buffalo market. 


KELLY SMITH CQ, 
Foreign Representatipas 


Marbridge Bldg., New York City 
Lytton Bidg., Chicago, Ill. 


eH 
















Editor 


A.A.C.W. SCREEN ADVERTISERS’ 
PROGRAM 





(Continued from page 16) 


Service Dept., 


Standard Slide Corporation, 
New York. 

“Use of Motion Pictures to Teach Technical 
Subjects.” John E. Millea, Director of 
Factory Management, Babson Institute, 
Wellesley Hills, Mass. 

“How the Motion Picture 
is Booking Industrial Films. 
be announced later. 


| DIRECTORY PUBLISHERS 


Theatre Owner 
*” Speaker to 





Boys’ H1cH Scuoor, Room 27 
Business Meeting, President, George W. Over- 
ton, Reuben H. Donnelley Corp., Chicago. 


This meeting is for discussion of reorganiza- 
tion plans. No formal program. 


Serene ee El 
DIRECT MAIL ADVERTISING | 





BroaD BETWEEN LUCKIE AND 


Popvar Sts. 
President, presiding. 


Caste HAtt, 


Meadon, 
MorNING. 


“Changing the Way of a Woman.” 
‘ie Ida Bailey Allen, specialist in 
Direct and Educational advertising to 
the Housewife. President “Mrs. 
Allen’s School of Good Cookery,” 
New York. Formerly Associate Edi- 
tor “Ladies” Home Journal,” ‘“De- 
lineator” and ‘“‘Good Housekeeping.” 
10:00—Discussion. 

10:15—* ‘Bridging the Great Divide.” 

Coy Glidden of Williams & Cun- 
ningham, Chicago. Formerly Adver- 
tising Manager, Marshall Field & 
Company, Wholesale. Service Direc- 
tor, The Butterick Trio. 

10:45—Discussion. 

11:00—‘“'The Modern Pied Piper.” 

Paul Hunter, President Eduational 
Advertising Company, New York City. 
Formerly Tire Company, X-Ray 
Reflector Pia 

11:30—‘“Scrapping The False Alarms.”’ 

Louis Balsam, Managing Director, 
Direct Mail Advertising Association, 
Formerly Director of Correspondence, 
Lewis Mfg. Co., La Salle Extension 
University. 

12:15—Discussion. 
12:30—Adjournment. 

TueEspay AFTERNOON. 

Debate—Resolved, ‘‘That Twelve Issues of a 
House Organ properly edited and issued 
consecutively, is reater producer of 
good will and profit than twelve pieces of 
Direct Advertising going out consecutively 
once a month.” 

Robert C. Fay, Moderator. 

Affirmative—Robert E. Ramsay, Advertising 


Jos. 
TUESDAY 
9:30 


Manager, American Writing Paper Co., 
Author, “Effective House Organs,” Holy- 
oke, Mass. 

Frances M. Buente, Editor ‘Tidewater 
woe Tidewater Oil Company, New 
ork. 


Negative—Wm. Hersey, Director Mail Sales, 
Robt. H. Ingersoll Bro., New York. 
Eleanor Dougan Hunter, Chairman of the 
Board Educational Advertising Company, 


New York. 

Judges—E. St. Elmo Lewis, Vice President, 
Campbell Ewald Company. One of the 
foremost Direct Advertising authorities in 
America. 

Tim Thrift, Editor, ‘““‘The Mailbag.” Ad- 
vertising Manager, The American Multi- 


graph Sales Co., Cleveland. 


Noble T. Praigg, Director of Advertising, 
United Typothetae of America. Formerly 
Editor “Associated Advertising.” Pub- 


lisher and writer. 








ASSOCIATED BUSINESS Papers | 


Boys’ HicH Scuoot, Room 21 


Tuespay AFTERNOON—2:30. 


Chairman, W. R. C. Smith, President, W. 
R. C. Smith Pub. Co., Atlanta. 

Opening remarks by the Chairman on Gen- 
eral Conditions in the South and their 
Relation to Business Papers. 
“Developing a Market for Raw Material 
Through Business Papers.”’ Austin L. 
Black, Advertising Manager, The Pacific 
Lumber Company, Chicago. 

“Tmportance of Promoting the Economical 
Movement — Goods from Industry to In- 
dustry.’ - M. Cockrell, Promotion Man- 
ager, McGraw Hill Co., Inc., N. 

“WwW lock of the Associated Business Papers, 
Inc., in the Interest of Better Advertising 
and Publishing.” Jesse H. Neal, Executive 
Secretary, The Associated Business Papers, 
Inc., New York. 

A Discussion of Subjects of General Interest 
including—* Problems of Printing and 
Labor,” “Postal Rates and Service.’’ 





ADVERTISING SPECIALTIES 





Boy’s High ScHoo.t 


Tvuespay Morninc—9:30. 

Executive Session for Members and Rep- 
resentatives of Member Firms, President 
Carroll H. Sudler, Presiding, Vice Presi- 
dent, Ketterlinus Litho Mfg. Company. 


& Publisher 


May 21, 


for 1921 


“What we are Doing to Make Advertising 
Specialties Pay The Advertiser,” S. W. 
‘Allen, The Kemper-Thomas Company; N. 
B. Hatch, The Knapp Company; J. M. 
Saunders, The Blanchard Company; H. G. 
Huse, Brown & Bigelow. 

General Discussion. 

“Winning on Points or Winning a Decision 
in the Fight for Business,’’ Stanley Ikerd, 
Western Manager, Associated Advertising. 

Tvespay AFTERNOON—2:30—Open Session. 
President Carroll H. Sudler, Presiding. 
“The Place of the, Specialty in the Adver- 
tising Campaign,’’ J. B. Short, The White- 
head & Hoag Company. 

“Advertising—The Servant of the Public,” 
Frank B. White. Agricultural Advertising 
Service. 

“Taking The Guess out of Color in Adver- 
tising,”” Mrs. Hazel Adler, Authority on 
color—and_Member Faculty Cleveland Ad- 
vertising School. 

“Building Coco Cola Sales with Advertising 
Specialties,” S. C. Dobbs, Formerly Presi- 
dent The Coco Cola Company. 

“Four-Square Advertising,” Richard H. Lee, 
Counsel National Vigilance Committee, 
Associated Advertising Clubs of the World. 
“‘Co-operation—W hat it means in the Ad- 
vertising Field,” E. Alien Frost, of the 


Poster Advertising Association. 
Wepnespay, 12:30 P. M.—Luncheon—Capital 
City Club. 
Members and Representatives of Member 
Firms. Round Table Discussion. 





| EMPLOYING LITHOGRAPHERS 


PiepmMont Hore, Rotary Room 
Tvuespay—Two Illustrated Addresses by Harry 
R. Wellman, Professor of Marketing, 
Amos Tuck School of Administration 

and Finance, Dartmouth College. 
9:30 A. M.—“The Known Value of Color in 
Advertising.” 
2:30 P. M.—‘“‘The_ Practical Application of 
Color in Terms of the Advertising 
Appropriation.” 


| POSTER ADVERTISING 


Room No. 3 








WESLEYAN MEMORIAL Cuurcn, 
Tuespay Morninc. “ 
9:30—Opening Remarks. 
Milburn Hobson, Pres., Poster Adver- 
tising Association, Dallas, Texas. 
10:15—“‘Good Will.” 
E. Allen Frost, Chicago, Ill. 
10:45—‘*Merchandising in the Southwest with 


Poster Advertising.” O. Maxwell, 
Promotion Dept., Poster Adv. Co.. 
Inc., New York City. 

11:15—‘‘Local and Retail. Advertising b 
Means of Posters.”” Gordon MacEd- 
ward, Sales Manager, Walker Com- 
pany, Detroit, Mich. 


11:45—“Relation of Poster Advertising to 
Educational and Civic Development.’ 


Prof. H. D. Rinsland, Public Schools, 
seen Department, Ardmore, 
<la. 
Tuespay AFTERNOON. 


2:30—"Building Trade Marks with Poster 
Advertising.”” A. deMontluzin, Poster 
Adv. Co., Inc., Cincinnati, Ohio. 

3.00—** Poster Advertising Christianity Pro- 
motes Prosperity.” Spillman, 
Columbia, S. C. 

3:30—“Application of Poster Advertising 
and Its Practicability for the Southern 
Manufacturer.” . Fulton, Van 
Buren & N. Y. Poster Advertising Co., 
New York City. 

4:00— 
John Sullivan, Secretary, Association 
National Advertising, New York City. 

5 :00—Discussion. 


| GRAPHIC ARTS | 


WesLeyan Memortiat Curcu Crass Room No. 2 


Chairman—John R. Demarest, president, 
Graphic Arts Association, New Haven, Conn. 


Tuespay Morninc—9:30, 


“How Printers Have Organized to Make 
Printed Salesmanship Build Bigger Busi- 
ness. 

William J. Eynon, President United Typothe- 
tae of America. 

“The Tested Shock Avsorber for Selling 
Costs,’”’ Noble T. Praigg, Director of Ad- 
vertising, United Typothetae of America. 

“How the South is Cashing in on Printed 
Salesmanship,”” W. O. Foote, President, 
Foote & Davis, Atlanta, Ga. 

“Demonstrations of Printed ‘Salesmanship,” 
Byron A. Bolt, R. Donnelly & Son, 
Chicago, Ill 

Tvuespay AFTERNOON—2:30. 


“The Printer, as Assistant to the Sales 
Manager,’ Henry P. Porter, Chairman of 
the Educational Committee of The United 
Typothetae of America. 

“How. Printed Salesmanship Builds Bigger 
Business in Canada,’’ C. C. Ronalds, The 
Ronalds Press, Montreal, Canada. 

Norman T. A. Munder, of T. A. Munder & 
Co., Baltimore, Md., Chairman of Pro- 
gram. 





STUDENT CLUB ORGANIZATION 


Westeyan Memortat Cuurcu, Crass Room 4 

Chairman—Joseph B. Hosmer, Columbia, Mis- 
souri. 

Tuespay AFTERNOON—2:30. 

Informal session for the discussion of plans 
leading to the organization of Student 
advertising clubs in all colleges and schools 
offering advertising instruction. 













NEW ORLEANS 
HAS 60,000 HOMES 


(GOOD ONES) 


The 
New Orleans 
Sunday States 


guaranteed to reach 


55,000 


N-w Orleans Homes 


May 15—May 22—May 29 
NO INCREASE IN CARD RATE IN MAY 





Nearly every person in Richmond reads 


NEWS-LEADER 


Richmond is greater ae that of all the 
other Richmond papers combined. 

e News-Leaper’s circulation in Vir- 
uaa is greater than any other Virginia 
newspaper. 

The sworn statements of the Richmond 
papers show the News-Leaper has a 
daily circulation in Richmond which is 
more than three times greater than its 
nearest a, 

‘oreign rep staetasiivas 
The Kelly-Smith Con Chi Til. 
Marbridge Building Kelly- Smith Co. 
aur. at 2 St. Lytton Building. 


N 
*F. Kontgh Candler Bldg, Atlanta, Ge. 


FIRST 


In four months of this year 


The New York Times 


published 803,232 agate lines of fi- 
nancial advertising—more than the 
combined volume published by the 
New York morning newspapers sec- 
ond and third. in financial advertising. 


OF THE SHAFFER GROUP 


The Indianapolis Star had larger gain 
in advertising during the year of 1920 
than any other Indianapolis newspaper, 
exceeding the gain of its nearest com- 
petitor by 173,097 agate lines. 


THE 
INDIANAPOLIS 
STAR 


Largest Morning and Sunday 
Circulation in Indiana 


OF NEWSPAPERS 


The Standard of Influence 


Discriminating readers and advertisers 
know that generations have found 
such power behind their favorite 


an Che 
Pittsburg Wispatch 


the same year in and year out! 


Branch Offices: 
Wallace G. Brooke, 
Brunswick Building, New York 


The Ford-Parsons Ce., 
Marquette Building, Chicago, Fil 
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ARGUS MAIL LOTTERY CASE 


Highest New York Court Gets Testi- 
mony on Attempted Prosecution 


AcBany, N. Y., May 18.—The Court of 
Appeals May 9 heard arguments in the 
atrempt of the district attorney of New 
York county to punish the Mail and Ex- 
press Company, publisher of the New 
York Evening Mail and its publisher 
Daniel Nicoll, on the charge of unlaw- 
fully advertising a lottery. In July, 1919, 
the Evening Mail began the free distribu- 
tion of cards advertising the paper and 
the fact that the numbers on them en- 
titled the holder to a drawing of $15,000 
in prizes of Liberty Bonds and money. 
The cards were left at newsstands for 
free distribution and were handed to 
passengers on the subways by boys and 
referred to the issues of the paper for 
details of the prizes and the names of 
the winners. 


A demurrer interposed to the indict- 
ment was allowed by the Court of Special 
Sessions of New York and their decision 
was upheld by the Appellate Division. 
Henry Wollman, appearing for the de- 
fendants, argued that the plan of gift 
coupons was. for the purpose of advertis- 
ing the paper and increasing its circula- 
tion, and that as nothing was paid for 
them there was no lottéry within the 
meaning of the law. The district attor- 


Editor & Publisher 
ney contended that the public was in- 
duced to buy the paper because of the 
cards and that this was sufficient con- 
sideration to constitute an unlawful lot- 
tery. 


ADS TRIPLED RICE USE 
Millers Will Continue Campaign, It Is 
Decided At Annual Meeting 
Newspaper advertising has nearly 
tripled the consumption of rice in the 
United States, declared Frank A. God- 
chaux, president of the Associated Rice 
Millers of America, at its annual meet- 
ing in New Orleans, May 10. A new 
advertising campaign is being planned 

for next year. 

“Rice” said President Godchaux, “is 
being consumed in the United States at 
the rate of seven pounds per capita, an 
increase of 4.53 pounds over the 2.47 
pounds the average person ate in 1920. 

“The advertising plan as carried out 
created a feeling and spirit of co-opera- 
tion among the greatest number of job- 
bers and retailers throughout the coun- 
try and as a result rice has been placed 
on a proper cost-to-consumer basis. 

“The advertising campaign presently 
being worked out by the association will 
not only increase the consumption of 
rice by the present generation, but will 
be one of a broad educational nature. 


for 1921 

The science of cooking and the proper 
uses of rice will be brought home 
through the domestic science work that 
will be carried out through the schools 
and other educational channels, thereby 
creating a permanent demand for gene- 
rations to come.” 


May 21, 


NEWS FROM MT. EVEREST CLIMB 


Public Ledger Will Tell Philadelphia of 
Highest Peak’s Conquerors 


An interesting journalistic enterprise 
has been announced by the Philadelphia 
Public Ledger in connection with the 
forthcoming attempt of the Alpine Club 
of England and the British Royal Geo- 
logical Society to climb Mount Everest 
in the Himalaya Mountains. The ex- 
ploring party left England a few days 
ago and simultaneously with their de- 
parture, the Public Ledger announced 
that through its foreign service it had 
arranged to receive exclusive cable dis- 
patches telling of the adventures and 
discoveries of the expedition. The 
Public Ledger Foreign Service has ar- 
ranged with the expedition to have run- 
ners bring the latest news from the ex- 
plorers, as often as possible, to the 
nearest telephone or telegraph stations, 
from which points the news will be re- 
layed by telegraph, telephone, cable and 
wireless. 


Another “‘A. M.” Quits in Dubuque 


The Dubuque (la.) Telegraph-Heralg 
has discontinued its morning edition 
and is printing a pre-dated edition with 
the following morning’s date-line. Sim- 
ilar action was taken about three weeks 
ago by the Dubuque Times-Journal, 


Charter for Connecticut Paper 


The Shore Line Times Publishing 
Company, Guilford, Conn., has been jn- 
corporated with a capital stock of 
$25,000. 

The Omaha World Herald has just 
entered the field with the semi-monthly 
Retailers’ World Herald of four pages, 


We’re quoting attractive 
combination prices on our 


DAILY COMICS 


Scoop (6-col.), Old Pals (6 or 
7 col.), Jangling Jingles (2 col.), 
Smiles (filler), and Noozie (% 
& 1 col.). 


The International Syndicate 
Baltimore, Md. 











FOR SALE 


6c A WORD for advertisements under this 
classification. Cash with order. 


For Sale 

Rebuilt Goss Matrix Rolling Machine for wet 
mats, complete with direct geared motor equip- 
ment. Price reasonable. The Goss Printing 
Press Co., 1535 So. Paulina St.; Chicago, IIl. 


For Sale 


One Hoe 
seven column 


Sextuple Press, four plate wide, 
13% ems or eight columns 12 





ems. Column length 2034 inches. Price and 
further description on application to Dallas 
News, Dallas, Texas. 

For Sale 


Duplex Tubular Plate Press, with complete 
outfit of modern stereotyping machinery; used 


f Established in 1912 to sell and ‘ 
equip Newspaper Plants 

PECKHAM MACHINERY Co. 
MARBRIDGE BLDG. 


34TH & BWAY 
NEW YORK CITY 


QUICK ACTION BARGAINS 
Practically New Flat Bed Web, 


printing 4, 6 8, 10, 12 or 14 pages, 
at special price if taken in June. 


Guaranteed Head Letter Molds, $70 


















FOR SALE 


Goss Straight Line Quadruple Four- 
Deck Two-Page Wide Press. Prints 
4, 6, 8, 10, 12, 14 or 16 page papers at 
24,000 per hour, 20, 24, 28 or 32 page 
papers at 12,000 per hour, folded to 
half page size. Length of page 22%". 


This Press May Suit You. 


WALTER SCOTT & COMPANY 
PLAINFIELD, NEW JERSEY 





F OR 




































NEWSPA 


FOR SALE 


6c A WORD for advertisements under this 
classification. Cash with order. 


only two years; press now prints 4, 6 and 8 
pages, and additional units can be added as 
required. First unit would give 10 and 12 
pages, second addition would give 14 and 16 
pages; attractive price; early delivery. John 
Griffiths, 41 Marshall Street, Poughkeepsie, 


aN. 


BANG — $16,000 


buys complete newspaper 
equipment. Immediate 
delivery 


Consisting of Goss Junior straight line 
16-page, 7-column press; complete stereo- 
typing equipment. Sixteen trucks and 
chases. Matrix roller. Two steam tables. 
Furnace, casting box, saw, trimmer, tail 
cutter, etc. Three linotypes, Models 8, 4 
and 5. Individual motors for all power 
driven machinery. Two twenty volt, sixty 
cycle three phase. Steel equipment. Two 
double tier type cabinets. Forty cases 
of type with assembling tops and place for 
leads and slugs. Single head-letter cabinet 
and type. Machinist bench, cabinet, tools, 
supplies, correction bank and news dump, 
make-up table, galleys, brass column rules 
and justifying materials. Roll top and flat 
top desks, typewriter desks, four L. C. 
Smith typewriters, chairs, tables, safe, fil- 
ing cabinet, book case, cash register, 
baling machine, etc. Equipment may be 
seen set up just as left when paper sus- 
pended. Step lively, this will go quick. 

Wire Box A-576, Ep1tror & PuBLISHER. 


FOR SALE 


Goss Semi-Rotary Press 
14 PAGE 


This is a flat bed press, printing from 2 
to 14 pages direct from type. 7 col- 
umns, 21 inches long, 13 ems. Uses 
roll paper, 23, 46 and 69 inches wide. 
Installed in 1917. Now in use. Delivery 
about July. Price $4,500.00. Installa- 
tion of larger press reason for selling. 


Gazette-Review Ca. 
ATLANTIC CITY, N. J. 













SUPPLIES and EQUIPMENT 


MAK IN G 


PrP ER 


FOR SALE 





EQUIPMENT WANTED 


A WORD for advertisements under this 6c A WORD for advertisements under this 


classification. Cash with order. 


Printers’ Outfitters 


Printing Plants and Business bought and wa, Wanted 


American Typefounders’ products, printers an 


bookbinders machinery of every description. 
Conner, Fendler & Co., 96 Beekman St., New 


York City. 


NEWSPRINT | 


Reasons for 
buying from us 


Quality of paper 
always uniform. 
Regular deliveries. 
made in 


Shipments 
from five to six weeks 
at prices below pres- 
ent contracts. 


J.& J. SCOTT, Ltd. 


33 W. 42nd St., 
New York City 


Phone 
Vanderbilt 1057 





Take It To 


POWERS 


Open 24 Hours out of 24 


The Fastest Engravers on 
the Earth 


Powers Photo Engraving Co. 


154 Nassau St., Tribune Bldg. 
New York City 








classification. Cash with order. 





Rotary Press 

to hay second hand 24-page rotary 
press, 8 column, must be in good condition, 
Send best price and. full. particulars to. Box 
A-565 Care of Eprtor & PuBLisHERr. 


For Prompt Service 


, See 
Printers Supplies 
Machinery 
In Stock for Immediate Shipment by 
Selling Hotuses conveniently located 
“Ameritap Type the Best in Any Case” 


AMERICAN 
TYPE FOUNDERS CO. 


Pittsburgh Kansas City 
Cleveland Denver 
Detroit Los Angeles 
Baltimore Chicago San Francisco 
Richmond Cincinnati Portland 
Atlanta i Spokane 
Winnipeg 


Boston 
New York 
Philadelphia 


Buffalo 


‘ 


We can increase your business—you 
want it increased. 

















You have thought of press clippings 
yourself. But let us tell you how 
press clippings can be made a busi- 
ness-builder for you. 


BURRELLE 


145 Lafayette St., N. Y. City 


Establishéd a Quarter of a Century 
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Editor & Publisher 


for May 21, 1921 


Introduction to Employer and Employee 


SITUATIONS WANTED 


A WORD for advertisements under this 
3c classification. Cash with order. For 
those unemployed one insertion (adv. not to 
exceed 50 words) FREE. 





Advertising Manager , 
Available June 1st or before; 15 years’ news- 
paper advertising experience; for the past three 
years advertising manager of afternoon and 
Sunday newspaper in live city of 85,000; dur- 
ing this time I have increased local advertis- 
ing 300 per cent and ran more lineage than 
first paper. At the present time with business 
conditions far below normal I am showing a 
25 per cent increase. I have the knack of 
organizing an efficient department and produc- 
ing business systematically; want permanent 
position; married, best references. Address 
Box A-553, Care Epitor & PuBLisHER. 





Experienced Advertising Manager 
with metropolitan and small city executive 
training seeks larger field. Copy-writing, lay- 
out man thoroughly conversant with require- 
ments of foreign and local departments. Box 
A571 Care of Epitor & PuBLISHER. 





Circulation Manager 

Age 32, married, worked up from carrier, 
twelve years’ experience; believe in steady 
systematic building; have reached limit with 
paper of 13,000 circulation; prefer central 
states. Address Box A-514, Care Epitor & 
PUBLISHER. 





Circulation Manager 

desires position in middle west. Experience on 
morning and evening and Sunday editions. 
Thoroughly familiar with every detail. Al 
reference. Box <A-566, Care of Epitor & 
PUBLISHER, 


Editorial, Research and Writing 


man with highly specialized English training 
and broad experience in lines above mentioned 
wishes position calling for any or all of these 
types of work. Salary secondary considera- 
tion for time being. Address Box A-521, Care 
Evitror & PuBbISHER. 


HELP WANTED 
6c A WORD for advertisements under 
this classification. Cash with order. 





Advertising Solicitor 


A first class advertising solicitor can make 
a real position for himself in a large middle- 
western city. Hard work, and long hours, but 
a good opportunity on a paper leading in cir- 
culation. Address A-541, Care Epitor & Pus- 
LISHER. 


A Special Agency 

is looking for a live, alert, intelligent young 
man to add to its soliciting force. Experience 
is not altogether necessary, but industry, in- 
tegrity and a desire to succeed is. Any young 
man with these qualifications will have an 
opportunity to start with an established con- 
cern and to go just as far as his intelligence 
and industry will carry him. The position is 
open at once. Apply by .mail, stating age, 
education and experience, if.any. Box A-567, 
Care of Epitor & PuBLISHER. 








Circu.ation Manager 

of ability and capacity for growing evening 
paper in prosperous city of over one hundred 
thousand people in southwest. Circulation 
over twenty thousand. Present Manager being 
promoted. Write fully, giving experience, age, 
references and salary expected in first letter. 
Box A-560, Care of Epitor & PuBLISHER. 





Circulation Man 


Evening paper in New England city of 70,000 
wants young man to take charge of circulation. 
Paper dces not use premiums but seeks to 
increase circulation by publishing a good news- 
paper, and cultivating field by sound methods. 
Paper has Sunday edition. Write with full 
particulars as to experience, religious prefer- 
ence and salary expected. Address A-540, 
Care of Epitor & PUBLISHER. 


Wanted 


News Editor on morning newspaper, city of 
50,000 in middle west. Good opportunity for 
man who has had copy desk experience. $50. 
Address Box A-532, Care Epiror & PuBLISHER. 








Mr. Publisher 

Are you interested in securing the services 
of a young man experienced in advertising 
prom.tion ‘and development? He wants a 
permanent position where the sound applica- 
tion of advertising knowledge will mean an 
established future. Address P. O. Box 131, 
Scranton, Pa. 
News Man 

Experienced news man seeks place with daily 
in town under 50,000 in eastern states Can 
handle any branch thoroughly from news gath- 
ering and writing to laying out paper. editing 
copy and writing heads. Five years’ experience 
on dailies in west. Just locating in east. Best 
of references. Moderate wages expected. 
ee A. Bull, 689 East Second St., Brook- 
lyn, N. Y. 





To Whom-It May Concern 

The following recommendation is one received 
from a newspaper manager: “I have known 
NES A 5 i's 4 No etd bale ops eaten for the past 
four years. Found him to be a live, tireless 
successful advertising solicitor.”’ If there is 
a publisher with an opening for a young man 
possessing the above qualifications they can 
teach him by addressing Box A-561, Care of 
Epitor & PUBLISHER. 


Vagazine anid Syndicate Writer 
Woman, successful magazine, and syndicate 
wrier, wats departmental or Sub-Editing 
rosit’on Magazine, trade paper, newsnaper. 
Origi: ality, wide range interest, some editorial 
traiviog. Sound training in editorial technique 
more moortant than salary. Address A-558, 
Cre of Epitor & PuBLISHER, 





Rapid Fire Reperter 

Managing editor of small daily desires to be- 
come member city staff of daily in city of 
around 100,000. Experienced, college educa- 
tion, hard, resultful worker. Address Box 
A570 Care Epitor & PUBLISHER. 





Reporter 

Young man, wide awake, college education, 
Wishes position as reporter on a newspaper 
offering good oportunities. Can furnish best 
references. Address William Erter, 1121 Tin- 
ten Avenue, New York City. 


= asiietiatiiptmeaniiiy 


HELP WANTED 


6c A WORD for advertisements under this 
classification. Cash with order. 








Accounting 


Young man about 25 years of age with account- 
ing experience in advertising department. Large 
laily publication in important mid-western 
city. Give age and references, also state salary 


pected. Box A-539, Care Epitor & Pus- 
LISHER, 


Classified Advertising Manager _ 


Classified advertising manager wanted in mid- 

© western city of 100,000 population by 
Morning, evening and Sunday combination; 
Must be a capable executive diplomat with 
Successful experience; age 24 to 40 years; 
Write full letter of application to A-552, Care 
itor & PuBLISHER. 





Machine and Hand Man 


Experienced machine and hand man _ wanted 
on Kentucky daily; permanent, desirable posi- 
tion. Write full particulars regarding _ ex- 
perience. Box A-575, Care of Epitor & Pus- 
LISHER, 


Circulation Manager 


Circulations managers wanted for four differ- 
ent papers, located: One in Middle West, one 
East, one Pacific Coast and one Canadian. 
Only interested in high class men with demon- 
strative ability; salary to fit; send reocrd, photo 
and time available; confidential; no fee. Box 
A-574, Care of Epitor & PuBLISHER. 


Alvertising Solicitor 
Young man, experienced in soliciting adver- 
tising for daily evening newspaper in town of 
100,000 population. Address Box-A 556, Care 
Epitor & PUBLISHER. 


BUSINESS OPPORTUNITIES 
6c A WORD for advertisements under 
this classification. Cash with order. 


Wanted 


To take over or obtain half interest in live 
weckly or daily newspaper in growing town, 
or trade paper or magazine proposition, State 
in'tial investment required. Replies consid- 
ered confidential. Harry A. Guiremand, 2789 
Valenti>e Ave., N. Y. C 


SEATTLE TIMES CUTS PRICE 


Back to $12 a Ye>r in Anticipation of 
Cheaper Newsprint 


In anticipation of future reduction in 
white paper prices, C. B. Blethen, editor 
and publisher of the Seattle Times, has 
announced a return to old circulation 
rates, of $1.00 per month and $12 per 
year. 

Co'. Blethen’s announcement follows: 

“After careful study of the white 
paper situation in the markets of the 
East, I have come to the conclusion 
that newsprint prices will soon return 
to normal, or nearly so. Prices have 
gone down considerably in the East and 
Middle West, although still practically 
at their peak on the Pacific Coast. 

‘Believing that this state of things 
cannot long persist and that the whole 
trend of prices will continue to carry 
newsprint alone the downward scale, the 
Times has determined to anticipate its 
future white paper prices and immedi- 
ately to pass its future savings in ‘over- 
head’ on to its readers. This is but in 





line with the policy of taking losses 
to secure quicker readjustment in busi- 
ness that has right along been advocated 
by this newspaper, and the present situa- 
tion will be utilized to emphasize the 
Times’ sincerity. 

“Therefore, in spite of the fact that 
we have been paying the highest price 
for newsprint in our history during the 
last few months and may be compelled 
to continue doing so for some time to 
come. we have determined to return to 
the Times’ old circulation price standard 
of $1 per month and $12 per year.” 


Heads Representatives Club 


C. W. Fuller of Photoplay was elected 
President of the Representatives Club 
of New York at the annual meeting of 
this organization at the Hotel Pennsyl- 
vania on May 9 The other officers 
elected were: O. S. Kimberly, Red Book, 
first vice-president; A. M. Carey, 


Hearst’s International, second vice-pres- 
ident; George L. Alpers, Metropolitan, 
secretary, and C. S. Plummer, Jr., Met- 
ropolitan, treasurer. 






FORREST GOES TO PARIS FOR 
NEW YORK TRIBUNE 


(Continued from page 13) 


after the war was over, 
beat him back to New York, and cov- 
ered the return of the A. E. F. com- 


France and 


mander. Subsequently he received a 
letter from General Pershing in recog- 
nition of his services as a correspondent. 
Forrest also was decorated by the 
French government. 

Among Forrest’s most picturesque 
exploits was his attempt in May, 1919, 
to interview the former Kaiser. He de- 
cided to try a military invasion of 
Amerongen. In his own military auto- 
mobile, wearing a uniform himself and 
accompanied by a lieutenant colonel, 
two captains, a sergeant and a corporal, 
Forrest drove from Lorraine to the 
one-time war lord’s retreat. The Kai- 
ser had been industriously sawing wood, 
but with the arrival of the whole 
American army, he kept cooped up in 
Count Bentinck’s castle during the three 
days that Forrest stayed. Leaving town, 
Forrest obtained a battered Dodge car 
and a suit of civilian clothes, in pre- 
paration for a new drive on Ameron- 
gen, After camping five more days, he 
final'y wrung from the Kaiser, through 
his personal aide, General von Gontard, 
the information that His Highness 
didn’t want to talk things over with the 
New York Tribune and would feel much 
better about it if Forrest would leave 
town. Forrest did. 


The most widely. known story from 
Forrest's typewriter was that of the 
“Lost Battalion” of the 308th Infantry, 
which has already been reprinted in one 
collection of war correspondents’ stories 
and is now to be included in the “Eighth 
Reader” being published by the Amer- 
ican Book Company. 


Returning to America after a trip to 
the Rhine, Forrest was sent to Mexico 
where he interviewed Federico Cordova, 
bandit leader, in Mexico City, under the 
noses of the Carranzistas, learned of 
the plot against American consular 
agent Jenkins, got information which 
enabled him to predict the Obregon re- 
volt and the overthrow of Carranza, 
and escaped from Mexico two hours 
ahead of Carranzista police who carried 
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$75,000 


or less will be paid for a daily news- 
paper property in a city of 10,000 or 
more population. $35,000 available 
for first payment, balance to be de- 
ferred. Politics immaterial. 


Proposition W. B. 


Charles M. Palmer 


Newspaper Properties 


225 Fifth Ave. New York 


Unusual Opportunities 


Daily & Weekiy 
NEWSPAPERS 
TRADE PAPERS 


HARWELL & CANNON 


Newspaper and Magazine 
Properties 


Times Building, New York 
Established 1910 


For Sale 
24-PAGE GOSS 


High Speed, Straightline Goss, with com- 
plete stereotype equipment, including Dry 
Mat process. Simplex control. This ma- 
chine was built new in 1916. Accommo- 
dates 7 or 8 cols. Cut-off is 21% in. Tape- 
less folder delivers product in half-page 
size counted in lots of 50. Immediate de- 
livery. For price and terms, 


Wire or write 


Southern Publishers Exchange, Inc. 


Newspaper Properties and Equipment 
12 North Ninth Street P. O. Box 1597 
Richmond, Va. 





MANAGER OF 
ADVERTISING 


High-class Specialty Shop in 
Boston has good opening for 
experienced advertising man, 
preferably one who is familiar 
from the inside with advertis- 
ing problems, preparation of 
layouts, etc. Address Box A-568, 
care of Eprror & PUBLISHER. 








“The African World” 
& 
“Cape-to-Cairo Express” 


Published every Saturday in 
London. 
SOLE AGENTS FOR UNITED 
STATES 
The World Wide Advertising 
Corporation 


No. 1 West Thirty-fourth St., 
NEW YORK CITY 








orders for his arrest. In November 
and December, 1920, Forrest was in 
Hayti, getting a beat on an interview 
given by President Dartiguenave. In 
February, 1921, he interviewed Henry 
Ford after: 150 other correspondents had 
tried the same trick in the course of a 
year and failed. 
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THE WORLD AND 
THE EVENING WORLD 
ARE NEW YORK’S 
NEWSPAPERS 


and sell the most pres- 
tige, and the most circula- 
tion for the least money. 








A business depression has no terrors for 
the North Jersey Shore—the field domi- 
nated by 


THE ASBURY PARK PRESS 


(Evening and Sunday) 


This territory has factories that produce 
$25,000,000 annually; farms yielding $10,- 
000,000 annually; and a huge resort busi- 
ness besides. 

It requires a panic, indeed, to seriously 
affect all of these lines of endeavor. 


Member A. B.C. Standard Rate Card 


Frank R. Northrup, Special Representative 
303 Fifth Avenue, New York City 
Association Bidg., Chicago, Ill. 

J. LYLE KINMONTH, Publisher 
Asbury Park, N. J. 





The 
Pittsburg Press 


Daily and Sunday 


Has the Largest 


CIRCULATION 
IN PITTSBURG 


MEMBER A. B. C. 


Foreign Advertising Representatives 
Bietsepetinen Tower, People e. on Bldg. 
1. A. KLEIN N GLASS 
New York gts 








IN NEW ORLEANS 
iS 


THE NEW 





ORLEANS ITEM 








The amalgamation of the two leading 
progressive Jewish newspapers of 
New York 


THE DAY 
THE WARHEIT 


brings into being the most powerful 
advertising medium in the Jewish field 





The National Jewish Daily 
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HUNCHES 


Managing editors and city editors are always 
on the lookout for news and feature ideas that 
can be used locally. Epitor & PusBLisHer will 
pay $1 for each hunch published under this 
head. The fact that the hunch is now being 
worked successfully in your city does not bar 
it from this department. Address your con- 
tributions to the Huncu Epitor. 


AVE short skirts decreased the 

number of injuries to women pe- 
destrians in your town? Statistics in 
some cities show this to be true.— 
Bm. 43% 


A year ago $22 would buy 100 pounds 
of sugar. Now 100 pounds of sugar 
costs about $7.50. To show the house- 
wife graphically how food prices have 
dropped within a year run a list of 
edibles showing cost of each item, 
bringing the total to $22. Include a few 
pounds of ham, flour, cans of corn, 
peas, etc. The list can be stretched to 
20 or 25 items, the total of 1921 prices 
being the $22 that the 100 pounds of 
1920 sugar cost—E. C. L. 


The New York Evening Post, begin- 
ning with their Wednesday issue of this 
week, is publishing four pages of gra- 
vure as a mid-week feature. It differs 
from their regular Saturday gravure 
section in that it is made up entirely of 
pictures of live news interest. 


“New Yorkers for a Day Or Two” is 
the catchy title of a new department of 
interviews with New York visitors that 
is appearing in the Evening World. 


“Famous Townspeople” is the stand- 
ing head above a new regular feature 
in the Pelham (N. Y.) Sun. Only one 
person is talked about in each issue and 
pictures taken at the time that fame 
was won are used. For example, in a 
recent issue a picture was used of Maj. 
Charles A. Walker at the time he en- 
listed in the army in 1861 and another 
of ‘one year later when he was made a 
captain. 





The Washington Post is carrying on 
a picture puzzle, in which readers try 
to see who can get the most words be- 
ginning with S, and represented in the 
picture. The first prize is fifty dollars, 
and so on down, but if competitors de- 
sire to increase their chances, they may, 
by sending in two daily and Sunday 
subscriptions place themselves in the 
eligible list for the $1,500 prize. That 
is if their answer is judged best by the 
judges, and they have sent in the sub- 
scriptions, they will receive $1,500, in- 
stead of $50. Rather an interesting way 
to obtain new subscribers, and to get 
in a lot of money at one time. The 
maximum number of subscriptions is 
two daily and Sunday.—A. P. McP. 





Who was the first automobile owner 
in your city? His experiences with his 
car in the early days will furnish some 
good feature copy.—M. A. C. 


The Washington Post has a Know 
Your City page each Sunday to which 
people are invited to contribute. They 
pay $2.00 for 250 words or less about 
odd and unusual things in the city, as 
well as historical buildings, etc. The 
school children were especially invited 
to contribute to this page, with the re- 


sult that they have become very inter- 
ested readers. It pays to cater to the 
children of today, for they have an in- 
creasing influence in the modern home. 


—A. P. McP. 


The Lima (Ohio) News is having 
zood success with “Short Interviews,” a 
daily feature composed of half a dozen 
short interviews with people reporters 
meet. Names are given and a quota- 
tion of 25 to 75 words used in each 
interview. Topics of general interest 
are discussed and views of both men 
and women given.—E, R. L. 


A good feature which will attract 
wide reader interest for several days 
may be made in the form of a contest 
in which men are asked to write ten 
commandments for married women and 
women are asked to write command- 
ments for married men. A cash prize 
may be offered to stimulate interest if 
desired. Interest may be added by se- 
curing the services of the judges of 
domestic relations courts as presiding 
judges to determine the best command- 
ments.—L. 





What are some of the reasons for 
turning in fire alarms? Not all alarms 
ire false; for instance, the fire depart- 
ment here was called out to settle a 
family quarrel, to pull a child out of a 
well, to repair frozen water pipes, ete. 
—M. C 


What is the per capita water con- 
sumption of your town?—C., 


A series of feature stories entitled, 
“Odd Corners in Industry” was run in 
the Cleveland Plain Dealer recently. 
They covered, as the title implies, the 
unusual and peculiar in industries in the 
city. “The Pipe Hospital” and _ the 

sird House Shop” are representative 
of the type of material used.—H. 





W. H. Denney Starts Agency 


The William H. Denney Company, 
advertising agency, has been started in 
New York by William H. Denney, who 
was formerly vice-president of Sherman 
& Bryan, Inc., New York. Among the 
accounts which the new agency will 
handle are: The Furness-Bermuda 
Steamship Line, Bermuda Government; 
Azurea Face Powder, Lindt Powder 
Company and Hospital Specialty Com- 
pany. 


Dinner For N. Y. Paper’s 125th Year 


President Harding and _ Vice-Pres- 
ident Coolidge will be guests of honor 
at a dinner celebrating the 125th anni- 
versary of the New York Commercial’s 
foundation in New York, May 23. 
Russell R. Whitman, publisher of the 
Commercial, is chairman of the com- 
mittee in charge of the dinner, the price 
of which will be $25 a plate. 


Meyer Martin Bill Signed 


Governor Miller of New York this 
week signed the Meyer-Martin bill, de- 
signed to make illegal price-fixing agree- 
ments between employers and employes, 
such as now exist in the photo-engrav- 
ing industry. 


The Sunday Edition of 
The Detroit News has 
always led the only other 
Sunday paper in Roto- 
gravure advertising as it 
has led it also in classi- 
fied advertising, which 
proves that The Sunday 
News has both class and 


mass appeal. 


The largest daily circulation in the West 


MEMBER A. B. C. 


Government Circulation Statement 
April 1, 1921 


143,067 


It grows just ty Los Angeles. The 
Evening Herald goes into practically 
every home—covers this field completely, 


Representatives 
Chicago: 
G. Logan Payne Co, 
432 Marquette Bldg. 


ag York: 
W. Moloney 
$04 Times Bldg. 





Famous Wits of 
History 


A short magazine page feature 
twice a week. 


NEWSPAPER FEATURE 
SERVICE 


241 W. 58th ST., NEW YORK 


NEW YORK 
EVENING 
OURNAL 


has the largest 
circulation of 
any daily news- 
paper in Amer- 
ica. 


World Wide 


ADVERTISING CORPORATION 


Advertising Counsel 


One West 34th St., New York 


9 
Telephones Fitzroy | a 


Cable Address: 
SCHOLZEM, NEW YORK 
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“OHIO FIRST” 


Ohio has everything to make an ideal market. 
Asa try-out proposition Ohio is one of the best 
territories possible to find in the whole United 
States. 







Ohio farm products and Ohio manufactured 
products mount well into the billions of 
dollars in value annually, and Ohio daily 
newspapers are in strict keeping with the 
character of the State and the people. 
















f Give these daily newspapers a chance to serve 
you, co-operate with the live-wire merchants 


} in Ohio and you will understand why Ohio is 
the great State it is. 








| F } ircu . ), Circu- 2,500 10,000 
lation Lines Lines lation Lines Lines 
| Akron Beacon-Journal ...........(E) 34,678 -085 -085 Ironton Irontonian .............cceeee. (M) 3,150 .0179 .0179 
WO TN io a aos 60 BR eee (E) 23,566 -06 -06 *Lima News and Times-Democrat.......(E&S) 14,494 .06 .05 
sy Sunday Times .............(S) 24,082 -07 07 Lima Republican-Gazette ............(M&S) 9,124 035 .035 
| Athens Mosomger teeeseeeeseess(E) 8,930 -03 -03 Middletown Journal ...............0s005 (E) 4,484 0214 0214 
) Ee OF TE «5 4 «0-200 a cee nell ae Newark American-Tribune .............. (E) 6,475 .025 .025 
! Fosse inital 7 = oie pre on ~ Philadelphia Daily Times ........... (E) 5,453 .02 .02 
iqua Call and Press-Dispatch .......... (E) 6,043 -025 025 
Cincinnati Inquirer, 5c. .......(M-S) 71,459 .17-.35 .17-.35 Pistisneits Mae sek Weds cs, (M&E) 17,000 06 os 
Cleveland Plain Dealer .......... (M) 160,666 32 -32 iin iia es ska (Ss) ease 0 es 
Cleveland Plain Dealer ............ (S) 217,513 «37 .37 **Springfield News @) ieiaien én ai 
Columbus Dispatch .............. (E) 74,535 -185 .14 peieeibiie 3 iris ceo @) aed a _- 
Columbus Dispatch ...............(S) 76,147 .15 14 ‘4 ; . a BA ie ee ’ ’ , 
| Siianies (05.0uns Jewel... 00 57,195 12 11 oledo . De cee hie dah stuccnesdcs 14 (E) 83,227 -25 -23 
| Célinabus (0:) State Journal’...... (S) 30,284 12 11 Warren Daily Chronic akc enna bahhens (E) 5,572 025 -025 
Daweon MME a os cesanen<nnse (E) 39,032 10 10 “Youngstown Telegram ............++05- (E) 23,843 -07 -07 
| Dagtem News  .ccccsesesccccccsces (S) 34,137 .085 .085 Youngstown Vindicator ..............+. (S) 24,990 .07 -07 
Dover Daily Reporter............. (E) 3,959 02 02 Youngstown Vindicator ...............-. (E) 25,373 -07 07 
Government Statements, April 1, 1921. *A. B. C. Publisher’s Statement, April 1, 1921. 
+Government Statement, October 1, 1920. **A. B. C. Publishers’ Statement, October 1, 1920. 
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Pennsylvan 


1921 





No state can offer more or better opportuni- 
ties for money making than can this great 
Keystone State. 


Commercially Pennsylvania is a producer 
and with Pennsylvania’s prosperity comes 
Pennsylvania’s demand for goods of all 
kinds---and Pennsylvania's daily newspapers 
to carry your message to these people. 


These daily newspapers co-operate in every 
way to make advertising pay and pay hand- 
somely. Use them to get your share of this 
great business. 


Allentown Call (M) Item..... (E) 
"Aiioenn BEGET 2. .ccccsseve (E) 
Bethlehem Globe ..........- (E) 
*Chester Times and Republican 
M&E) 
Coatesville Record .........- (E) 
Connellsville Courier ........ (E) 
oo ay (E) 
Easton Free Press ..........- (E) 
*Erie Dispatch (M) Herald (E) 
(M&E) 
*Erie Dispatch-Herald ........ (S) 
RS RED. sane sd ssn aseawd (E) 
Harrisburg Telegraph ....... (E) 


*Lancaster Intelligencer and News- 


ee rr ee (M&E) 
Government Statements, April 1, 


Circu- 2,500 


lation Lines 
32,561 .10 
23,556 . .06 
7,764 .04 
15,110 .065 
5,429 .021 
5,267 .0179 
13,260 .05 
13,969 .05 
19,493 .065 
18,738 .07 
27,787 .08 
34,445 .095 
23,143 .08 


1921. 


*A. B. C. Publishers’ Statement, April 1, 1921. 








10,000 
Lines 


-10 
-06 
-04 


-05 
-021 
-0179 


ee rr (M) 
Philadelphia Record ........ (M) 
Philadelphia Record ......... (S) 
*Pittsburgh Dispatch ........ (M) 
*Pittsburgh Dispatch ......... (S) 
re (E) 
*Pottsville Republican ........ (E) 
Scranton Republican ........ (M) 
Screbon. TWMGS 6 cscs cccase (E) 
OU BREE 6 6.02.0 3 55 ws wns (E) 
Waren Beer 6 ics io Sine 530 88 (E) 
*Washington Observer & Reporter 

(M&E) 


*Wilkes-Barre Times-Leader... .(E) 


**A.B. C. Publishers’ Statement 
§Government Statement, October 


2,500 


Circu- 
i Lines 


lation 
6,467 .04 -035 
111,883 .25 25 
125,555 .30 .30 
57,521 .17 15 
76,651 .22 -18 
3,847 .03 .025 
11,416 .055 .05 
31,190 .12 10 
35,904 .12 -10 
4,942 .021  .021 
3,780 . 


15,640 .06 .05 
18,346 .05 .05 


» October 1, 1920. 
1, 1920. 
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